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APEX SERVICE DEPARTMENT showing continuous moving belt on which appliances are repaired 


per Postwar Profits Plan 
assures SERVICE that Satisfies and Sells 


No matter how exacting an appliance 
may be engineered or how much care 
and pride goes into its construction, 
its usefulness is interrupted if a part 
fails. We at Apex know that no appli- 
ance can be better than the service 
behind it — and that’s why Apex has 
made its Parts and Repair Service a 
definite and important part of the 
Apex Postwar Profits Plan. 


This is no mere promise for the future. 
It is an actuality today. The Apex 
Service Division, recently enlarged, 
now has its own miniature factory 
for the manufacture of parts and a 
moving repair line (shown above) 
to increase efficiency and accelerate 


repair service. Thus Apex Service 
will create satisfied customers, build 
added good will and increase sales 
and profits for Apex postwar dealers. 


Add to Apex Service the six other 
selling advantages offered in the 
Apex Postwar Profits Plan and you'll 
readily see why Apex Dealers are 
certain to enjoy a successful and 
profitable selling future. 


There are still opportunities for Apex 
distributor and dealer outlets. Your 
community may be one. Write at once 
for your copy of Apex Postwar Profits 
Plan and learn how you may qualify 
as an Apex Authorized Dealer and 
obtain an Apex Preference Certificate. 


THE APEX 
AUTHORIZED 
DEALER 
ENJOYS 
PROFITABLE 
ADVANTAGES 


1,PRECISION-MADE 


APPLIANCES 


Apex now works with tolerances 30 
times finer than the human hair. This 
mew technique will assure finer 
mechanisms, quieter operation, longer 
wear—and fewer service calls. 


9 OUTSTANDING 


SELLING FEATURES 


New Apex automaticand conventional 
washers, ironers and cleaners will 
possess outstanding sales advantages. 


3 DISTINCTIVE 


STYLING 


Apex appliances have long been 
noted for ultra smart styling and 
dominant floor appeal. 


4. CONTROLLED 


DISTRIBUTION 


Apex controlled distribution will pro- 
vide dealers with ample territory to 
eliminate competitive price-sl 
practices. Controlled distribution will 
protect your profits. 





5 NEW SERVICE 


FACILITIES 


Apex Service Division now has its 
own miniature factory where parts 
are made and appliances repaired on 
moving assembly line—a definite part 
of our postwar planning. 


6 EFFECTIVE 


PROMOTION 


A advertising and promotion will 
tell a straight forward story on the 
advantages of Apex products. Will 
emphasize selling features and their 
importance to the user. 


7 ENLARGED 


PRODUCTION 


sown gine have been greatly ex- 
panded to build war materiel. These 
increased facilities will permit 
greater-than-ever production of 
peacetime appliances. 


THE APEX ELECTRICAL MANUFACTURING COMPANY - CLEVELAND 
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HELP WANTED....Salesmen 


retail salesmen. If it is being assumed that post-war 

want ads will attract the numbers of such men as 
responded in the past, there may be an unwelcome surprise in 
store. There are indications that selling as a post-war career 
is now being looked upon with a skeptical eye by men who 
were in sales occupations before 1942. 

Here is some evidence: the Evansville, Indiana, Post-War 
Planning Counci] recently made a study among war workers 
in that city to determine the kind of employment which the 
present employees of war plants will prefer after the war. 
There were 15,808 war plant hourly workers reporting, oi 
whom 5,988 had been engaged in factory work before the war. 
The rest of them have been drawn from a great variety of 
occupations, including some who had been in school, some 
classified as houseworkers, and some unemployed. 

Of the total reporting, 437 had been salesmen. In indicating 
their employment preferences post-war, 205 of these former 
salesmen would prefer to continue in factory work. Only 138 
of them stated a preference for selling after the war. Twenty- 
three of them hope to operate their own business, and the 
balance is distributed among a variety of trades. Now, not 
only did this small portion indicate that they expect to resume 
selling work, but there was no great number, formerly in other 
trades, to whom salesmanship appealed as a career. Of the 
15,808 reporting, a total of 201 only have a preference for 
postwar selling. 


C AREFUL plans are under way for the training of post-war 


ACTORY work seems to have the greatest appeal—10,857 
want to continue in factory work post-war. This would 
be a reduction of 31 percent from wartime employment, but 
an increase of 104 percent over prewar conditions. This 
increase in preference for factory work is at the expense of 
every trade reporting. Not only do salesmen want to continue 
to work in a factory, but so also do office workers, retail store 
employees, teachers, miners, houseworkers, and all the other 
occupations listed. 
Evansville does not think it reasonable to expect the local 


manufacturing industry to fulfill the expressed desires of war 
workers for continued factory employment in that city. So, 
perhaps some of the salesmen who want to continue factory 
work will be forced back into selling. However, what should 
concern a business so dependent on selling activity as the 
appliance business, is that a sales job has lost its appeal. If 
the Evansville results are typical, then the industry must face 
the problem of how to make appliance selling more attractive, 
so that the sales force which will be needed can be recruited. 

The one sure way to accomplish this is, obviously, to pay 
more money for sales work—that is more money than prevailed 
in prewar years, and on a more secure basis. The preference 
for factory work by former salesmen is, in all likelihood, a 
simple preference for the factory pay envelope. 

A start could be made by abandoning the old straight com- 
mission method of compensation. Also there should be more 
money in the budget for selling. This may not necessarily 
entail an increase of overall expense, since a better grade of 
salesman, better trained and more secure in his job, will cost 
less in the long run. The utilities who before the war had 
their sales organization on a salary, with bonus and other 
forms of incentive pay, have realized the economies that good 
salesmen bring. The Philadelphia Electric Company, for one, 
as far back as 1933 had inaugurated such a compensation 
system and had found that the percentage of sales cost to 
gross volume had declined as the dollars paid to salesmen had 
increased. This and other examples will repay close study. 


HERE is evidence aplenty that a great many new people 

i are talking and thinking about going into the retail appli- 
ance business after the war. On the other hand, the Evansville 
survey indicates that not many people want to go into appliance 
selling after the war. It would be healthier if these two 
impulses or intentions were reversed. Additional dealers will 
not be badly needed, but a multitude of additional salesmen 


will be a necessity. 


EpitTor 





McGRAW-HILL PUBLISHING COMPANY, 


INC. 


JAMES H. McGRAW, Founder and Honorary Chairman 


James H. McGraw, Jr. 
President 


Howard Ehrlich 
Executive Vice-President 
for Business Operations 


John Abbink 


dent for Editorial 
Operations 
Curtis W. McGraw Joseph A. Gerardi J. E. Blackburn, Jr. 


Vice President and Treasurer Secretary 


Publication Office, 99-129 North Broadway. Albany 1, N. Y. 
Editorial and Executive Offices, 300 W. 42nd St., New York 18, N. Y. 


Executive Vice-Presi- 


Director of Circulation 


Electrical Merchandising, August, 1944. Vol. 72, No. 2. Published monthly. Price 25c¢ 
a copy. Allow at —— ten days for change of address. Publication Office, 99-129 North 
All communications about subscriptions should be addressed 

West 42nd Street. New 
York 18, N. Y. Subscription rates—United States, Mexico and Central American coun- 
tries, 50¢c a year, 75c for two years, $1.00 for three years. Canada $1.00 a year, $1.50 
for two years, $2.00 for three years, payable in Canadian funds at par. Great Britain 
and British Possessions 9 shillings for one year, 18 shillings for three years. All other 
countries $1.50 a year, $3.00 for three years. Entered as second class matter August 
22, 1936, at Post Office, Albany, N. Y., under the Act of March aS me 9. Printed in 
U. 8. Cable Address ‘“‘McGrawhill, New York.” Member A.B Member A.B.C. 
Copyright 1944, by McGraw-Hill Publishing Co., Inc., 330 West aged Street, New York 
18, Y. Return postage guaranteed. 





























When Your Customers Ask... . "When 


will Television broadcasting begin?” 


Tell them: Regular Television broadcasting began 
more than three years ago. Today, 9 U. S. Television 
Stations are broadcasting several evenings weekly. 
There are 3 in New York—WABD (operated by 
DuMont), WCBW and WNBT; WRGB in 
Schenectady, N. Y.; WPTZ in Philadelphia; WBKB 
and WTZR in Chicago, and KTSL and W6XYZ in 
Hollywood. Only wartime manufacturing restric- 
tions keep hundreds of radio stations from adding 
Television service. Many have already applied for 


Television broadcasting licenses. 


When They Ask... 


Receivers go on sale ?”? 


‘When will new Television 


Tell them: New Television sets probably will be 
available within 6 months after peace in Europe. 
Several thousand Television sets are in use today... 
distributed before the war by five manufacturers. 


DuMont was the first to sell a Television set. 


ALLEN B. DuMONT LABORATORIES, INC., 
TELEVISION STUDIOS AND STATION WABD, 









READY! 


I’m Alec Electron, back again to help you 
answer your customers’ Television questions! 
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When They Ask... 


Television Receivers ?”’ 


y 
ty 
us 


“What will be the sizes of 


Tell them: Virtually the same as radio receivers— 
from the size of larger portables to wide-screen 

‘ de luxe console models containing AM and FM 
radio and phonograph as well as Television. 


When They Ask .. 


Television pictures ?”’ 


“What will be the sizes of 


Tell them: About 8” high by 10” wide up to approxi- 
mately 18” high by 24” wide. 


When They Ask... . “What will Television Re- 


ceivers cost ?”? 


Tell them: The first peacetime models of Television 
Sight-and-Sound Receivers probably will range from 
$200 to $700. DuMont’s impressive pioneering 
achievement in Television is assurance of unique 
performance in every DuMont Television Receiver 
_..the set built for those who want the finest’ in 


electronic engineering and cabinet artistry. 


Copyright, 1944, Allen B. DuMont Laboratories, Inc. 
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@ He may have any of eighty different 
names—depending on just where you’re doing 
business—but the following thumbnail 
description will fit him. He’s a successful 
independent specialty appliance distributor— 
he’s located conveniently near you—and he 
has both the intention and the ability to offer 


you maximum service. 


And that same description tells you why he 
was chosen! Capable, efficient distribution is 
so essential to Premier’s success, and your 
success in the days ahead that the greatest 
possible care has been taken to choose the very 


finest distributor in each marketing area. 
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This is a vital part of Premier’s new distri- 
bution system — an economical set-up that 
offers you great competitive advantages. It 
will help win for you, a franchised electrical 
appliance dealer, your full and logical share 
of vacuum cleaner sales. You won’t have to 
tack on to the purchase price of the cleaners 
you sell the burdensome costs of old-fashioned 
“in-the-home” selling — either direct retail 
selling by a manufacturer or some so-called 
“resale’’ arrangement. You'll be selling top- 
quality merchandise at lower prices! 

What’s the name of your new Premier distri- 


butor? Look for the announcement of it in 
this magazine next month! 
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(Cegriried SERVICE 
‘| For Vacuum Cleaners iS 
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ELECTRIC VACUUM CLEANER COMPANY, INC. 


DIVISION 


CLEVELAND 10, OHIO 

































ere’s Why America’s Leading Home-Heat Dealers 


UDLY DISPLAY THIS FRANCHISE 











ie Authorized Franchise 
es This is to Certify that 


Has been duly appointed as an 


fed Authorized Dealer for 


Coleman 
Heating Appliances 


as follows: eer les cadtady tod! 01g We hres (aclearrelar 
Manufactured by The Coleman Lamp and Stove Company of 


















Wichita, Kansas. 


Date MS, [E44 
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These Are The Factors That Make It 
A VALUABLE PIECE OF PROPERTY FOR YOU 


With this framed franchise on your wall, you 
stake out one of the richest sales-producing claims in 
your community. As an authorized dealer of Coleman 
Home Heating Appliances, you are granted the priv- 
ilege, as per your agreement with your distributor, of 
selling the leading and “hot-selling” line with which you 
can dominate 85% of your local post-war heating mar- 


ket. Here’s what you get in the Coleman Line: 


A complete line of appliances with which you 
can supply the heating needs of any home—new or old 
—up to, and including, the $7500 class. There will be 
Coleman Space Heaters, Floor Furnaces, Central Heat 
Plants, Water Heaters. There will be models for gas, 
oil and butane gas—automatic heat plants to suit the 


popular fuels of your locality. 


You will have heat plants that are compact in size, 


big in heating capacity, proved in performance — plants 


; parce 


\ THE COLEMAN LAMP AND STOVE COMPANY - 


that are low in price, and low cost installation with 
low cost operation — new, modern heating plants for 


the mass market. 


A line of proved sales leaders. Pre-war Coleman 
Floor Furnaces far outsold all other makes— more than 
the next two leaders combined. Pre-war, the Coleman 
Oil Heater line was an outstanding leader. One Coleman 
Oil Heater model was the largest-selling model of its 
kind in America. Coleman will be a stronger leader in 


the postwar period, 


A Coleman Heating Appliance Franchise is a high- 
dividend-paying certificate in a big volume postwar 
market that is now being promoted by Coleman’s 
greatest advertising campaign. And, it’s backed by full 


dealer cooperation and strong sales support. 


A Coleman Franchise is worth real money now—it will 


be worth more postwar! 


i) THE “HOT” NAME IN HOME HEATING 


‘ 











THIS CHART TELLS COLEMAN'S LEADERSHIP STORY 


1937 1938 1939 1940 1941 
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WICHITA 1 +» CHICAGO 11 » PHILADELPHIA 8 + LOS ANGELES 54 


This Chart Tells Coleman’s Leadership Story in the Heating 
Appliance Field. It shows more than leadership in sales 
alone—it shows how Coleman has led in growth. 
Here is a leader who is increasing his lead-1 
Coleman Franchise will help you increase your 
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“THEY WON’T LET HIM GO TILL 


From New Caledonia to New Mexico, the 
Bendix dealer is a popular guy! And you’d 
be popular, too, with over 300,000 happy 
users singing your praises—telling their 
friends why the one-and-only Bendix is 
the apple of their eye. You see, the Ben- 
dix dealer is America’s fair-haired boy. 
This fall, new Bendix advertising and 


the great Bendix sales field-day ahead. 
Two out of every three radio sets will 











HE PROMISES THEM A BENDIX” 


shortly carry the one-and-only Bendix 
message to women everywhere. Smart, 
colorful ads in Life, Saturday Evening 
Post, McCall’s, Parents’, True Story, 
Better Homes & Gardens, American 
Weekly, Good Housekeeping, and Sun- 
day newspaper supplements will blanket 
your market! Remember, as proved in 


to buy the one-and-only Bendix than the 
5 next most popular washers combined. 


promotion will be a rousing cheering sec- recent surveys by magazines and other 
tion—working shoulder to shoulder on unbiased authorities, more women want 
BENDIX HOME APPLIANCES, Inc., South Bend, Indiana 


The People Who Pioneered and Perfected the Automatic “Washer” 


MAKERS OF THE ONE-AND-ONLY BENDIX...NOT AFFILIATED WITH ANY OTHER ORGANIZATION OF SIMILAR NAME 
ELECTRICAL MERCHANDISING—AUGUST, 1944 
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To: Home Appliance Dealere 


instal thal your 
Foy Easior selling inuist 1 . 
soeurer Electric Home Washers Jol 


ECLIPSE WASTIC AGITAT We 


"The Modern Way 70 





ALREADY IN USE ON 
THESE FAMOUS MAKES: 


+ APEX 
* BARTON 

* BEAM 

%& BLACKSTONE 

% CONLON 

*% EASY 

%& FAULTLESS 

xe GENERAL ELECTRIC 
*& MAYTAG 

% NORGE 

% SPEED QUEEN 

* ZENITH 
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> You have a more complete sales story for your housewife customers when you 
can point to an ECLIPSE Plastic Agitator on your washer line! 





Clathes Protection” 


Pioneered and developed by Eclipse, Plastic Agitators offer many 
advantages that housewives quickly appreciate. They’re easier on 
clothes, for instance. There is no rough metal surface to wear 
and catch on delicate fabrics. For plastic is glass-smooth — and 
will remain smooth throughout its long life of service. It’s non- 
corrosive, too, will not discolor clothes; and it’s heat-proof, acid- 
proof, stain-proof, durable and light weight... more attractive 
in appearance, and easier to handle and keep clean. 


> You can expect new materials and designs in agitators in your post-war wash 
ers... appealing colors — and other exclusive eye-catching features of Eclipse 
Plastic Agitators. These and, many other superiorities will help you sell mor 
washers — faster. Insist on ECLIPSE Plastic Agitators on YOUR line. 


Turn prospects to sales — easier — with a modern 
ECLIPSE Plastic Agitator on your washers. 


Eclipse MOULDED 


PropucTs COMPANY 


5151 NORTH THIRTY-SECOND STREET e MILWAUKEE 9, WISCONSIN 








Plastic Products and Custom Moulders for All Indust 
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People don’t wear wet clothes ... nor unironed clothes. 

If the laundry is to be done at home, why not sell equip- 

ment that will complete the job? 

Blackstone believes that many post-war homes will want 

equipment that will not only wash, but dry and iron the 

family laundry. Blackstone believes that such equip- 

ment should not only be compact and well-designed, but 

should be capable of installation anywhere in the home. 

Blackstone has such equipment in the form of a Com- 

plete, Integrated Home Laundry. In addition, Blackstone 

has a full line of conventional Washers and Ironers. In 

short, Blackstone has “everything for the home laundry.” 
What have you done about securing the Blackstone 





LACKSTONE 


PRODUCT OF 
AMERICAS OLDEST WASHER MANUFACTURER 





franchise in your area? Or do you plan on selling 
the coat and vest without the pants? 


BLACKSTONE CORPORATION, JAMESTOWN, N. Y. 


A Divi 
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Co., Inc. 



























How Andre Kostelanetz Responded 
to the Glory of the Meissner 


Call him a perfectionist, if you will, but 
Andre Kostelanetz likes to have a record- 
ing made of each major rehearsal. Then, 
before the actual performance, the record 
is played back while he jots down a 
variety of comments and suggestions. 

Thus, pen in hand, he sat waiting to 
hear one of his rehearsal recordings 
played for the first time on the Meissner 
radio-phonograph. Casually at first... 
then, intently ... he watched as this new 
kind of automatic record-changer gently 
selected the record from the stack, silent- 
ly placed it on the turn-table. 

“Remarkable,” he said, and was about 
to make note of it, when... 


Crescendo on crescendo, the tiny room 
had become a magnificent sounding board 
for the unseen orchestra. Here, indeed, 
was recorded music with all the soul- 
stirring immensity of the instrumen- 
tal range. 

“There were tones that were com- 


pletely superb,” reported Andre Koste- 
lanetz. “My pen actually stopped in 
mid-air at the first note!” 

Andre Kostelanetz, one of the world’s 
great conductors, had just heard the only 
Meissner radio-phonograph in existence 

the final laboratory model perfected 
just before war turned all of Meissner’s 
skill and knowledge to the manufacture 
of electronic war equipment. This price- 
less instrument is now on loan “for the 
duration” to the music department of 
Mt. Carmel High School, in Meissner’s 
home community. 

Many families, however, are now look- 
ing forward to the day when luxurious 
postwar counterparts of the Meissner 
masterpiece will be obtainable for their 
own homes. Like you, they’ve been long- 
ing for some way to bring all the bril- 
liant realism of the concert hall into 
the intimacy of the fireside circle . 
some way to recapture the 


“missing 
elements” for which present-day phono- 
graph listeners so often wait in vain. 


And, like you, they'll welcome these 
other Meissner advantages: 


AUTOMATIC RECORD CHANGER— plays doth 
sides of a record in sequence, one side only, or 
repeats a record just played... avoids record 
breakage. Provides 2 hours or more of music 
without your touching a record. 


FREQUENCY MODULATION—plus advanced 
electronic features for fidelity and tonal range 
greatly surpassing such qualities in home radio- 
phonographs now in use. 

SUPER SHORTWAVE ... DISTINGUISHED CABI- 
NETS ... NEW IDEAS in a host of other advance- 
ments already being engineered into Meissner 
equipment for our armed forces. 
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MEYSSVER 


MANUFACTURING COMPANY + MT. CARMEL, ILL. 
ADVANCED ELECTRONIC RESEARCH AND MANUFACTURE 








Reprint of advertisement in The Atlantic, Fortune, Harper's Magazine, House Beautiful, House & Garden, National Geographic, Town & Country 
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Men of Vision| 
of Experience 
f Reputation 





An invitation to 


As suddenly as the turning d 
this page, your life is about 
to take on new purpose, new 
enthusiasms, new horizons.., 


This very paragraph, in 
fact, may be the news fo 
which you’ve been waiting, 
hoping. For now, at long 
last, Meissner is ready to set 
its world-wide distribution 
pattern. 


Everybody’s heard of the 
new Meissner, of course! In 
the space adjoining (one of 
a steady flow of full-page 
national magazine advertis' 
ing), you can see what th 
world’s great musician 
think of Meissner reproduc. 
tion. In previous advertise. 
ments, you’ve read how 
they’ve praised its technical 
perfections—how they've 
enthused over its many 
inspiration-born features. 


You all know of Meissner's 
reputation for quality, in- 
tegrity, leadership! 

This is your opportunity 
to become identified with 
the most dynamic develop 
ment in all radio! 


METSSNER 


MANUFACTURING COMPANY + MT, CARMEL, Ib 





Please Address Your Inquiries 
to Chicago Office 


PALMOLIVE BUILDING, 
CHICAGO, ILLINOIS 
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d by complete postwar line of 
L&H Gas and Electric 
Ranges, Oil Stoves, Electric 
Water Heaters and other prod- 
ucts will win the enthusiastic 
applause of housewives! 
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L&H PRODUCTION IS NOW DEVOTED 
TO MAKING THESE WAR GOODS: 


Pins for tank tracks; anti-aircraft shells; cases cron A. 3. L 4 ay D & aA A cd fat 


for el ical control for puy 








hed By 70 Yeg#of 
* Manufact u ring and Merchandising 


Streamlined designs — new fea- 
tures for convenience, greater 
cooking efficiency and econom- 
ical operation — new precision 
in manufacture! They are on the 
planning boards at L&H, await- 
ing the dawn of peace! L& H, 
working for Victory, is planning 
postwar leadership! ... Today, 
and until Victory is won, the 

Lindemann & Hoverson 





plant is, and will be, producing 
precision-built war materials. 
The precision, so imperative in 
the manufacture of war goods, 
will be apparent in postwar L&H 
products. Why not start now to 
plan with L&H for your peace- 


{time prosperity — with the com- 


plete L&H line that is backed by 
70 years of business success? 
It will be a good line to sell! 


ay 


Meg a 





& HOVERSON CO. 


> bomb parachutes; cartridge belt webbing; Ra} Since 1875 
assembly of air compressors on U. S. army at 








trucks; steel cases for truck tools and parts. 





MILWAUKEE, WISCONSIN 


am gus ALCRLAE ' 


Manufacturers of ELECTRIC RANGES + ELECTRIC WATER HEATERS © GAS RANGES + OIL STOVES © PORTABLE OVENS © GIL HEATERS + WICKS 
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This is the dullest ad 
you've ever read 


...Unless you’re a THOR Dealer 


for post-war sales. Instead, Thor Advertising has 
been pounding away for months—is increasing 


.* f * 
in tempo now—to sell Thor Automatic Washers 






CITIES 


Akron 
Albany 
Atlanta 
Atlanta 
Baltimore 
Baltimore 
Birmingham 
Boston 
Boston 
Boston 
Buffalo 
Chicago 
Chicago 
Chicago 
Cincinnati 
Cleveland 
Columbus 
Dallas 
Dallas 
Dayton 
Denver 
Des Moines 
Detroit 
Detroit 
Fort Worth 
Grand Rapids 
Hartford 
Houston 
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Thor isn’t just wishing and waiting 





, are ” 
“about it now. 


and Thor Gladirons to your customers. If you 


aren’t on the Thor list . . . better do something 


HURLEY MACHINE DIVISION 


Electric Household Utilities Corp., 54th Ave. and Cermak Rd., Chicago 


Star 

Star 

News Sentinel 
Press Telegram 
Examiner 
Times 

Courier Journal 


Commercial Appeal 
Herald 


“THOR ADVERTISING 
IS APPEARING REGULARLY IN 
THESE GREAT NEWSPAPERS 


193,000 
339,000 

77,000 

61,000 
667,000 
493,000 
219,000 
186,000 
125,000 





Indianapolis 
Kansas City 
Knoxville 
Long Beach 
PAPERS CIRCULATION | 1°: Angeles 
Los Angeles 
Beacon Journal 126,000 | Louisville 
Times Union 96,000 | Memphis - 
Journal 246,000 | Miami 
Constitution 170,000 
Sun 257,000 
American 267,000 
News-Age-Herald 158,000 
Herald 204,000 
Post 270,000 
Globe 353,000 
Courier Express 240,000 
Tribune 1,272,000 
Herald American 975,000 
Daily News 416,000 
Enquirer 224,000 
Plain Dealer 411,000 
Dispatch 161,000 
Times Herald 106,000 Milwaukee 
News 150,000 | Milwaukee 
Journal Herald 72,000 | Minneapolis 
Post 293,000 Nashville 
Register 375,000 | New Orleans 
News 480,000 New York 
Times 512,000 New York 
Star Telegram 160,000 | New York 
Press 96,000 Oakland 
Courant 82,000 | Oklahoma City 
Post 121,000 Omaha 
CITIES 73 NEWSPAPERS 


Journal 

Sentinel 

Tribune 
Banner-Tennessean 
Times Picayune 
Times 

Journal American 
Herald Tribune 
Tribune 
Oklahoman Times 
World Herald 


321,000 
218,000 
370,000 
140,000 
244,000 
844,000 

1,100,000 
568,000 
118,000 
168,000 
185,000 


21,427,000 CIRCULATION 





Philadelphia 
Philadelphia 
Pittsburgh 
Pittsburgh 
Providence 
Portland 

Salt Lake City 
San Antonio 
San Diego 
San Francisco 
San Francisco 
Seattle 
Seattle 
Spokane 
Springfield 
St. Louis 

St. Louis 

St. Paul 
Syracuse 
Syracuse 
Tacoma 
Toledo 
Washington 
Washington 
Wichita 








Inquirer 

Record 

Press 

Sun Telegraph 
Journal 

Journal 

Tribune 

Light 

Union 

Examiner 
Chronicle 

Post Intelligencer 
Times 
Spokesman Review 
Union Republican 
Post-Dispatch 
Globe-Democrat 
Pioneer-Press 
Herald American 
Post Standard 
News Tribune 
Blade 

Star 

Times Herald 
Beacon 


. 


1,336,000 
569,000 
380,000 
471,000 
145,000 
149,000 
118,000 
110,000 

85,000 
485,000 
204,000 
249,000 
181,000 

94,000 

77,000 
358,000 
287,000 
119,000 
190,000 

94,000 

48,000 
168,000 
187,000 
255,000 
109,000 








PAGE 10 


AUGUST, 











1944—ELECTRICAL MERCHANDISINGRLECTR; 














eT aa 


IS THE CONSISTENT LEADER! 


... past performance 
... present production 
... future planning 


"‘Radiontes Exclusively 


PAYS OFF! 


Zenith’s consistent policy of devoting all its 
research, experience, manufacturing facil- 
ities and manpower to the manufacture of 
radionic products exclusively has always 
meant a fast moving, profitable radio line 
to Zenith franchised dealers. 

Today, Zenith is doing its part in the war 
effort as every patriotic manufacturer 
should—it’s our simple duty—so we are 
not bragging about it. The point is, that 
through our present efforts we are main- 


taining our hard-hitting staff and field or- 

ganization intact, expanding our facilities 
and gaining an experience that will mean 
an even finer line of Zenith Radios than 
ever before—Zenith, continuing in war time 
its long established policy of Radionics ex- 
clusively will not have a long drawn-out 
re-tooling period. When the word is given, 
we shall be ready to go—on civilian radio 
—as we now operate on war material— 
radionics exclusively—full speed ahead! 


Zenith Radio Corporation ¢ CHICAGO 39, ILLINOIS 


=f 
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RADIONIC PRODUCTS EXCLUSIVELY- 


Getter than Carch 


WORLD'S LEADING MANUFACTURER WAR SAVINGS STAMPS AND BONDS 
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SOIR LO Sa! MNT a REO oS ON RT aR 


GOLD STANDARD! The ‘'24-K”’ quality 
against which all coffee makers are judged. 
Adds to your reputation for carrying the top 
brand in every line. 


THE REAL THING! No apologizing to cus- 
tomers: “Just as good as Silex.”’ Nothing is 
“just as good” as a Silex — except another 
Genuine Silex. Many consumers are already 
wise to that fact. And Sally Silex is telling 
millions more. 


SOLID GOLD on your shelves. Because it 


moves off them faster. Silex turnover is an- 
other unmatched Silex feature! 


MORE GOLD NUGGETS AHEAD FOR 
—M, ee. t SA L LY S | LE X YOU. Sensational developments in coffee 


makers. Plus entirely new items, like the auto- 
matic electric steam iron — already proved — 
ready to boost traffic for you the moment 
peacetime production is resumed. 


Peres 


Millions are meeting her (your customers among them) 
in the national magazines. 
She adds the intimate, friendly touch to the biggest 
consumer advertising program in coffee maker history. 
Sally’s engaging smile appears in some 180,000,000 
magazine copies in 1944. And how she uses that smile 
to make people realize that 













Only a Genuine Silex can make Silex coffee... 
Only Genuine Silex has the patented 
FLAVOR-GUARD filter! 


Bn 





THE SILEX COMPANY « HARTFORD 1, CONN. 
Creators of the Glass Coffee Maker Industry 
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Even while Garod production is confined exclusively 
to highly intricate apparatus for the Army and Navy, 
our engineers and stylists are working on ideas for 
Garod combinations for your peacetime market. These 
superior instruments will be completely automatic. The 
J tone of both the radio and phonograph will be a 

E treat to connoisseurs. And the wide selection of 


cabinet styles will delight the lady of the family 
who chooses the furniture. Another interesting de- 
velopment is that combinations will be equipped for 
making home recordings. Prices will be in line, too 
. distributors, therefore, will enjoy a fast-moving 
line . . . one that sells easily, and stays sold. In- 
quiries regarding postwar franchises are invited. 


Ss “< 
Cy RADIO 
| bw 








GAROD RADIO CORPORATION * 70 WASHINGTON STREET * BROOKLYN 1, N. Y. 





N. 
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Victors in the Race with Time 











1860 1944 


The Pony Express carried the mail Today a soldier with his Handy- 
from Missouri to California in the Talkie radio transmitter receiver 
record breaking time of 1odays. In can start the news of a battle and 
those days there was no faster, more _ of victory around the world in a 
reliable means of transportationthan _ split second. Effortless, 2-way 
that of a trusted messenger on a communication is within the reach 
fast horse. of everyone 


ao 
os ce ia ae 8 einai Piatt 9 
™ i e, 


entinel 


Though thousands of miles lie between the battle-fronts throughout the 
world, the forces of the widely separated United Nations are welded into 
a single victorious fighting unit through modern radio communications. 

Sentinel Radio is proud to be playing an effective part in de- 
veloping and producing this supremely important war communica- 
tions equipment. Six Sentinel plants are translating the blueprints 
of Sentinel engineers into victory-winning equipment. 

These wartime experiences will result in vastly improved new 
Sentinel products which will help Sentinel dealers translate postwar 
prospects into profitable sales. 


SENTINEL RADIO CORPORATION 
2020 Ridge Avenue, Evanston, Ill, 
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We LIKE to take you on a tour through our 
kitchens, laboratories, and workrooms—so that you 
can see why your women customers have such respect 
for the Good Housekeeping Guaranty Seal. 

We’d like you to watch our staff members experi- 
ment with new kinds of food and old. 

We'd like you to watch our experts study the 
operation of a washing machine. 





























Won’t you come up and see us... any time? 


We want you to see how our staff investigates the 
baking qualities of an oven or the application of a 
new leg make-up. 

In other words, we'd like you to come over and 
watch a product earn the Good Housekeeping Guar- 
anty Seal. Then we think you’ll understand why this 
little seal has become evidence of merit to millions of 
American shoppers. 














Housekeeping 


We give this seal to no one— 
the product that has it, earns it. 










seamen OR 4 REFUND OF 


"Guaranteed by ® 
Good Housekeeping 
245 aovenrisen woe 







The Homemakers’ Bureau of Standards 
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O ur home front war jobs began with the manu- 
facture of the Florence Permitted Model Gas Range 
— followed soon after by the Florence All-Steel Gas 
Range recently announced. 


Now we’ve got the green light on Job Number Two 
—the manufacture of a limited number of Florence 
Oil Heaters to help keep the home front warm next 
winter. They’ll be made in both flue and non-flue 
types, reflecting the same skill in design and manu- 


facture that is now winning acclaim for the Florence 
All-Steel Gas Range. 


Get in touch with our nearest sales office now for 
information about the new Florence Oil Heaters. 


FLORENCE STOVE COMPANY... . General Offices and Plant: Gardner, 
Mass. Western Offices and Plant: Kankakee, Ill. Sales Offices: 1459 Merchandise 


Mart, Chicago; No. 1 Park Avenue, New York; 53 Alabama St., S. W., Atlanta; 
301 No. Market St., Dallas. 
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FLORENCE 
ELECTRIC RANGES ~ GAS RANGES 
2 OIL HEATERS; 






The Army-Navy 
“E” flies above our 
Kankakee Shell 
Plant, won by its 
workers for excel- 
lence in war pro- 
duction, 
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1 Before making a self-service tour of radio distributor Fineburgs' super market in 
parts, Thomas McGuire, a dealer, checks through his shopping list. 


Radio SUPE 











2 McGuire first serves himself at tube section, selecting types and quantities needed 
in his radio service shop at Lambertville, in Central Jersey. 


The story of one of the most unusual radio parts merchandising operations 


in the country ... A Philco distributor's contribution to high-speed selling 


Y adapting the merchandising 
B principles featured by retail 

super-markets to his radio parts 
distribution operation, a Trenton dis- 
tributor boosts sales to dealers by more 
than fifty per cent. Further, along 
with the increase in dollar-volume of 
sales, this merchandising plan effects 
an appreciable saving in overhead. 
Finally, his radio dealers all are en- 
thusiastic about it. 


Organized in 1912 


Fineburgs’, the radio distributor 
merchandising parts to dealers via a 
super-market lay-out, was organized 
in 1912 by Samuel and Herman Fine- 
burg, brothers. Located at 547 So. 
Broad St., Trenton, the firm first 
hooked up with a tire manufacturer, 
then later added electrical appliances— 
the full line including table appliances, 
major household appliances and radio 
sets. 

Samuel is active in the automotive 
end of the business while Herman con- 
centrates on radios and the appliances. 
Featuring the entire Philco line, the 
latter’s department accounted for 65 
per cent of the firm’s gross sales dur- 
ing the last several prewar years. 
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Of the 67 key radio dealers regularly 
supplied by Fineburgs’ prior to Pearl 
Harbor, 53 still are holding on, a 
majority of them selling radio service. 
It is primarily to these particular 
Philco dealers, spread over Central 
Jersey, that Herman Fineburg’s ven- 
ture in the super-market realm now is 
directed. 

Put into operation early in’ March, 
the new merchandising plan received 
the entire credit for a sudden spurt in 
sales. During the first week, the radio 
parts department rang up a 24 per cent 
increase in dollar volume over the 
previous week as well as over the cor- 
responding week a year ago. Steadily 
climbing, by mid-April sales totals each 
week were 50 per cent or more higher 
than for any week during April, 1943. 
Indications now are that sales have 
leveled out and the firm confidently ex- 
pects 1944 totals to exceed last year’s 
figures by at least 35 per cent despite 
the handicap of a late start for the new 
plan. 


in Convenient Reach 


Shelving lines three walls of the 
radio parts department. Rising from 
the floor, the banks are not so high 


that a dealer-shopper will find it the 
least inconvenient to reach into them 
for the packaged parts stacked in the 
separate bins into which the shelving is 
divided. On the face of the shelving, 
over each compartment, Fineburg 
mounted the part which is stocked in 
that particular bin. In this way, for 
example, 150 various types of volume 
controls are displayed so that dealers 
can select at a glance any items re- 
quired in that line. 


Tags Give Full Data 


Also mounted on the face of the 
shelving, alongside each part so dis- 
played, is a card giving full details 
pertaining to it. In addition to the 
catalog number and net price to dealer, 
the tag gives necessary technical data 
so that a dealer does not have to in- 
spect packages in the bin for further 
information. 

In similar fashion, other radio parts 
which are manufactured in numerous 
types, such as condensers, are dis- 
played, stocked and described in other 
sections of bins. Slower moving items, 
such as speakers and cabinets, are 
displayed on the wall above the shelv- 
ing. Flanked by sizable cards, deal- 
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ers can order them by number. Tubes, 
being known throughout the trade by 
number alone, are merely stocked in 
package form in open shelving without 
further display other than price infor- 
mation. 

How does the super market principle 
work out in a radio parts distribution 
operation? Listen to Herman Fine- 
burg on that score for a moment: 

“Never forget that a radio dealer 


knows more about the parts business | 


that a distributor,” he says. “Whena 
dealer walks into this room, within a 
very few minutes he sees exactly what 
he wants and immediately takes those 
items out of the bins. That self service 
angle is excellent. 

“Formerly, we often hunted around, 
sometimes opening a half-dozen pack- 
ages before finding the right part. 
Take those control switches, for ex- 
ample. Three or four of them may be 
almost identical except for some one 
detail such as a quarter-inch in the 
length of the shaft. So we opened box 
after box until we found the right one 
for our customer. 

“Sometimes it boiled down to a case 
of spending $5 worth of time to regis- 
ter a dime profit. And whenever there 


t944—ELECTRICAL MERCHANDISING 

















happet 
hand, 
man, i 
hands 
custon 
rather 
“Th 
Either 
custom 
withou 
us, es 
manpo 
materi 
any m 
potenti 
han 


played 
solves 

distrib 
tailer ¢ 


And 
Count : 
immedi 
of the 
for the 


“Dis, 
Every 


ELEC] 





| M A R K K £3 by LANSDELL ANDERSOX 








i ig! lie 4 
j 1 jd be at bt 1] 


Meanwhile, another dealer, also serving himself without assistance from the dis- 


On cards at the condenser bins, Bob Rece, Bordentown radio dealer, finds com- 
tributor, tackles section where 150 various types of céntrols are displayed. 


plete information, including catalog number, net price and technical data. 


hen, happened to be a crowd of dealers on 
- te hand, it always was easier for a sales- 
ais man, if not certain where he could lay 
ail hands on a particular item, to tell the 
wes customer we were out of stock on it 
rather than take time to hunt for it. 
ciple “Those were poor business practices. 
ition Either case was a bad break for the 
eine customer. He either lost time or left 
+ without some part he needed. As for 
ealer | % especially in these days of acute 
nail manpower shortage and scarcity of 
as materials, we can’t afford to waste time 
hin a any more than we can deny ourselves 
wheal potential profits on stocks actually on 
chest hand. Self service on merchandise dis- 
vied played in this manner automatically 
solves those problems for a radio parts 
= distributor just as well as for any re- 
pack- tailer of packaged foods.” 


part. Display Is the Answer 

al And how else does this executive ac- 

. an count for that sudden surge in sales 

n the immediately following the conversion 

4 box of the department into a super market 
for the dealers? Here’s his explana- 

t one : 
tion : 

a case “Display, of course, is the answer. 

al Every radio part mounted over a bin 5 


Rece, requesting advice, at right, is joined at close-out counter by Jack Weeast who is in charge of the department and answers 
there (Continued on next page) 


all dealer questions. Leon Flesher, Fineburgs' appliance sales representative, looks on. 
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serves as a reminder to the dealer-shop- Jack is too busy at the order counter port 
per. Tubes, controls, condensers, and to lend a hand when a customer asks deal 
other fast moving parts thus are com- for advice. Most of the time this is shop 
ing off the shelves about as expected strictly a one-man department, Jack item 
when we planned this lay-out. handling it alone, instead of the for- tute 
“A great surprise to me, however, is mer crew of three. PI 
the volume we now are handling on “Furthermore, Jack is in charge of Day: 
some other items. Take speakers, for the radio repair shop we maintain for parti 
example. A dealer used to buy a_ our dealers. It is on the second floor, certa 
couple of this model and a couple of directly above this room. When there short 
that one. Now he grabs lots of 20 is nothing doing down here, early ber : 
or more of a single number, sometimes mornings or on stormy days, you'll Som 
taking as many as 100 before he leaves. _ find Jack at the repair bench. When a tell 
Or those little cabinets, like that one on customer enters this department, this those 
top of the shelf, with a $2 ticket. We two-way speaker hook-up tips him off the te 
sold 350 during March alone. In and he comes down stairs. Now-a- “N 
February, they hardly moved at all. days, when the parts department isn’t agair 
Display rates all the credit. making sales it isn’t running up much about 
in the way of expense.” 3 = than 
Counter Does Selling Job Another distinct advantage to mer- So 
chandising radio parts in this manner Hern 
“This counter in the center of the ‘S that bs distributor can tell es “Se 
room also does a big selling job for glance, just by looking ae the bins he a 
us. The bins along each side are filled from day to da y, which Bems are W el 
with new parts which move about as moving fast, which are lagging. Keep- going 
expected. On top of the counter we ‘8 4 finger 4 the sales ™ ise is a take « 
Having completed his self-service shopping tour, McGuire delivers the parts to carry all our specials and close-outs. downright cinch, “A visual inventory 
Weeast at counter where they are billed and packed for him. Some of those knobs there are 12 daily” is the way Herman describes it. 
years old; stock we accumulated and Dealers like the whole idea a The 
hardly knew we had. Rarely received mensely. Since they gt selling to set uy 
a call for any of it. On a close-out themselves, rather than being sold by dealer 
basis of eight-for-a-quarter, we have a company representative, they select alway 
cleared thousands of them. It is the exactly what they ba am and in what volum 
same story with every other item on quantity they want it. No one puts any factor: 
thet counter,” sales pressure on them; they have no appre 
How about that saving in over- fear of being overloaded. The old sug- Sin 
nena? Theaeneer: gestion of “How about a dozen? when lost th 
“Before we switched to this display they only — > couple is entirely ab- | forces, 
and self-service arrangement, in addi- sent. Surprisingly, however, _ this | ment 
tion to Jack Weeast at the billing method they now are buying heavier custon 
counter, we also kept two men on the than ever. 1 close 
floor to wait on customers. Now the Visual Shopping Appeals This I 
dealers get their orders together—and 4} compa: 
faster—without any help. Jack merely Visual shopping appeals to dealers 4 sets or 
bills out the merchandise as the dealers as much as display selling pleases the the 30 
place it on the counter, then packs it distributor. They always come home represe 
for them. with the right article. Moreover— sistant 
“Leon Flesher, our radio and major and it’s a big point these days—they steady 
appliance salesman, keeps aneye onthe get back to the shop quicker than ever. Post 
situation and assists during a jam if This system saves time all around. ’ 
9 Count 
William Carman, assistant repairman, at the well equipped bench in Fineburgs’ radio repair 
service shop maintained for dealers’ convenience. Normally a straight Philco repair | man jy 
department, all makes are now serviced. 








Eleven minutes after entering Fineburgs’ super market, McGuire receives bill 
for $57.68. His original shopping list reveals prospective purchases tallied $42.47. 
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Substitution seems to be another im- 
portant sales factor this year. When a 
dealer fails to find some item on his 
shopping list he often sees some other 
item which he can convert or substi- 
tute to keep his customer’s radio going. 

Phone business also is on the rise. 
Days or weeks after a visit to the de- 
partment a dealer often calls in for 
certain items of which he has run 
short. Usually he remembers the num- 
ber and price of each part on his list. 
Sometimes he even goes so far as to 
tell Jack Weeast he wants “three of 
those controls in the next to end bin on 
the top row.” 

“Never forget,” Fineburg comments 
again, “a radio dealer knows more 
about this parts business and our stocks 
than we do.” 

So far, so good. But for all that, 
Herman still has a first-class headache. 

“See those steel and concrete walls ?” 
he asks, gazing around the room. 
“Well, just tell me how the hell I’m 
going to expand this department to 
take care of all this extra business!” 


Radio Repair Shop 


The radio repair shop originally was 
set up for the convenience of Philco 
dealers. Delivery and pick-up of sets 
always was left to them. The dollar- 
volume of business was entirely satis- 
factory to the concern and the dealers 
appreciated the service. 
Since the war, however, as dealers 
lost their radio repairmen to the armed 
forces, Fineburgs’ opened the depart- 
ment to sets of all makes from old 
customers who have had to curtail or 
| close their own repair departments. 
This has built up the pressure at the 
company’s repair bench, the number of 
sets on hand at one time often nearing 
the 300 mark, with about 50 dealers 
represented, so that Jack and his as- 
sistant have had to step fast to keep a 
steady flow moving. 

Post-war plans dictate a continuance 








of the normal radio repair service, once 
again limited to Philco models. 

Also returning to prewar sales prac- 
tices, one set of each model marketed 
by this manufacturer again will be 
found on the main display floor, 
plugged in and ready for demonstra- 
tion to dealers. Table and major house- 
hold appliances will be handled in the 
same manner. 

Fineburgs’ moved into their present 
quarters four years ago. A mile from 
the center of the city, the brothers 
agree it is an ideal location for a dis- 
tributor. 

Gross sales for all departments of 
the firm in 1942 were 17 percent below 
the all-time high established the pre- 
vious year. The volume tapered off 
another 25 per cent in 1943, as against 
1942, but the brothers now feel rea- 
sonably confident they will be able to 
hold up to this level this year. 


Allied Lines 


The introduction of new lines ma- 
terially helped the company make this 
excellent sales showing during the past 
two years. While some minor lines 
proved flops right from the start, toys 
went over big last season and this year 
should gross well over $10,000, pos- 
sibly hitting double that, total. It is 
quite probable this line will be con- 
tinued after the war. 

Ken-Tone, Silex, aluminum products 
such as double boilers, concrete paints 
and enamels, all additions since elec- 
trical appliances went off the market, 
are slated for post-war continuance. 
Throw rugs and linoleum, prewar lines, 
have earned permanent pages in the 
company’s sales book. No electrical 
appliances remain in stock but the firm 
of late has been able to purchase some 
gas ranges. 

Sticking exclusively to the Kelly 
line, the Fineburg brothers have 
plugged this tire line hard for the past 
32 years. 


Count of dealers’ sets in Fineburgs' radio service shop totals 217. Carman places a 
repaired set in the “ready for call" section of shelving while Jack Weeast, ace service- 
man in charge of the department, works on a record player. 
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Herman Fineburg, who heads the radio and appliance division of the firm's distribution 
business, set up this radio parts super market. 
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Fineburgs’, Trenton distributor, merchandises radio parts to Central New Jersey dealers 
on self service super market plan. 
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Mrs. F. belongs to the “clothes dryer family," strictly speaking. Her husband is an 
engineer. It is the tremendous saving in time that is going to make it popular. 


The way it speeds up laundry work, and elimin- 
ates handling gives it 100% acceptance with 
present owners; operation costs are nominal. 


By TOM F. BLACKBURN 


O Kentucky derby entry was 
N ever such a dark horse prior to 

the big race as the clothes 
dryer is to market minded merchan- 
disers. It is no secret that clothes will 
get dry if you apply heat, but the tech- 
nique has been to learn how to apply 
heat in a way that cannot possibly dam- 
age the garments. Has this been suc- 
cessfully accomplished? Have all the 
bugs been gotten out of the process? 
Will the public go for such a clothes 
dryer? 

“T’ve heard they toasted the clothes,’ 
said one. “Some one said they flooded 
the basements with moisture,” re- 
marked another. “They’re swell,” said 
a third. 

The best way to discover what the 
solid foundations of fact really are was 
to send out someone, much as Noah 
sent the dove out of the ark, to look 
over the situation. To manufacturers 
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with clothes dryers to sell, everything 
naturally is rosy. On the other hand 
families that have put their hard 
earned dough in dryers could be de- 
pended upon for both the pros and the 
cons. 


Asking the Customers 


Fortunately some clothes dryers had 
been manufactured and sold just as the 
war was closing down on activities. 
The firms that made them were be- 
lievers in putting them out where they 
could watch their progress and possi- 
ble difficulties. 

So the smart way to write a good 
story seemed to call for a lot of door 
bell ringing, particularly on homes that 
had had service trouble with their 
dryers. Not that they had had much 
trouble—they had not—but such fam- 
ilies could be depended upon to give 
an unvarnished impression to the 


thousands of dealers and distributors 
who have been wondering about the 
sales possibilities of clothes dryers. 

Your correspondent rang the door- 
bells alone, and the women who ans- 
wered were told that he was an editor, 
eager to learn what they liked and dis- 
liked about clothes dryers. As a mat- 
ter of fact the manufacturers them- 
selves were eager to get this third 
person point of view. 


Net of the survey is the opinion: 


1. That the clothes dryer is “in” as an ap- 
pliance. Not one owner, even where she 
has had trouble, is willing to give it up. 

2. The speed of its operation is what 
makes the dryer popular, plus the fact that 
it saves a lot of labor. Families with chil- 
dren have several washings a week, and this 
means much. 

3. Apparently there is no moisture trouble 
in heated houses. The little trickle of water 
which sometimes appears on the floor does 
not harass housewives. Only two mentions 
of moisture were made, one from a family 
that washed in a cold garage, and another 
with a cold basement. 

4. Lint, a by-product of clothes being 
tumbled, does not dismay women accus- 
tomed to emptying their vacuum cleaners. 
Manufacturers, should, however, provide bet- 
ter lint catchers in post-war models, 











5. There is no fear that dryers wear out 
clothes. Kids’ clothes are outgrown, never 
worn out, several remarked. 

6. Cost of operation is not high in con- 
sideration of the amount of time saved. 
Few had any idea of expense and best 
guesses ran from $2 to $3 a month for elec- 
tric heated dryer, about half that for those 
using gas for heating. 

7. One feature women want, however, is 
a wider control of heat. They desire a low 
temperature at which woolens may be safely 
dried, something that is not possible now. 

8. Electric dryers are more popular than 
gas. Automatic shut-offs are liked, and the 
possibility of more flexible heat promises 
to increase their popularity, despite higher 
operating costs. 


The record of service trouble that 
your investigator ran into was not 
impressive, and had not worried the 
owners. They realized that failure 
of switch or thermostat was the cause, 
and never blamed the dryer. 


Public Want Dryers 


Market for the clothes dryer, one 
would think, would be in crowded city 
areas where families have no yards, or 
in the cold northern states and humid 
regions east of the Mississippi River 
where at least 29 out of the year’s 52 





The D. home has had trouble with clothes dryers, Lucy, the colored maid, said. “It 
jest wouldn't go." Still, the D. laundry continues to go through one. 
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wash days are not suited for hanging 
clothes out of doors. Fact is, the speed 
with which the dryer does the job and 
eliminates a lot of handling makes it 
potentially a product for every family 
in the income level that can afford it, 
regardless of residence. A survey of 
7,000 families in one area seemed to 
show that the clothes dryer is antici- 
pated by the public: 44.2% wanted 
automatic washers after the war; 35% 
desired ironers, and 23.6% wanted 
clothes dryers, although they have 
never had a chance to buy them. One 
manufacturer estimates that the coun- 
try will absorb 1,847,540 clothes dryers, 
with one out of every ten washer owner 
a potential customer. 

By and large, however, you get the 
best picture from what the customers 
themselves say, and without more ado 
we will hear the story from their own 
lips : 


Some Case Histories 


Mrs. A.—There are two toddlers, 
boys, in this family of four. They are 
out of the diaper stage but Mrs. A. says 
they wash three times a week. A 
clothes dryer saves her 6 hours time, 
she estimates, and her hands are full. 





She has no knowledge of the cost of 
operation of the clothes dryer, and 
doesn’t particularly care. It’s results 
she wants. The A’s live in a silk stock- 
ing neighborhood, incidentally. 

She wouldn’t be without a clothes 
dryer from now on, but thinks it needs 
some improvements. For example, it 
frequently fails to turn off automatic- 
ally. The insulation she says, wears 
out fast. It appears to scorch. She 
feels that there isn’t enough latitude in 
the thermostat setting. The device runs 
too hot. For example, once she burned 
up a fine chenille bedspread. The timer 
was set and she had to leave the home. 
It didn’t turn off and the result was the 
bedspread was full of holes and ruined. 

Mrs. A. does not dare to put woolens 
in the clothes dryer because it is too 
hot but feels that if she could reduce 
the temperature it would be all right. 

The clothes dryer does not get the 
basement damp. The lint trap stops 
up frequently and she would like to 
have a model with a lint trap that was 
easily removable. Mr. A. built a trap 


of wood for the early model that they 
possessed. 

She is not at all worried about the 
clothes dryer wearing out clothes. 





Note the neat, improvised lint catcher used with this clothes dryer. It is in the home 


of Miss T, whose papa is a distributor. 
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Bendix and clothes dryer form a team in the home of Mrs. X. She has had various 
experimental models of dryers, and has noticed no difficulty with moisture in the base- 
ment. Nevertheless Mrs. X. loves to dry her clothes in the sun when handy for that 
“smell. Chenille rugs, which nobody smells, she still dries in the dryer. 


Mrs. X.—A big wash was hanging 
out in the back yard when this writer 
called on the X’s. Mrs. X. explained 
that she likes to hang clothes out of 
doors for the “smell.” However, even 
in summer she puts chenille rugs in the 
dryer because nobody smells them. 

The family has an early model dryer 
and had trouble in its stopping up and 
overheating. The lint would appar- 
ently catch fire and sizzle. 

There are six people in the family 
and they have big washings. The dryer 
has never given them any trouble by 
filling up the basement with moisture. 
Mrs. X. is not worried by the presence 
of lint, because she says that all women 
Know the vacuum cleaner takes up a 
lot more lint than the dryer. The dryer, 
she feels, is a godsend to people who 
have no sunshine or space to hang 
things. She doesn’t trust woolen 
blankets to the dryer, feeling that it 
gets too hot. 


Speeds Up Laundry 


Mrs. B.—Mrs. B lives over the 
grocery store and was helping out in 
the store when your correspondent 
called. She said that the family had no 
trouble with moisture being exuded 
from the dryer and collecting in the 
basement. Furthermore, the cost of 
operation was not high enough to 
worry them with their electricity bill. 

“The main thing is the way it speeds 


up the laundry,” said Mrs. B. “I can 
get a washing and ironing done be- 
tween 9 and 2, with an hour off for 
lunch. That’s 4 hours. We haven't 
noticed any wear on the clothes, and 
I wouldn’t want to do without it.” 


Mrs. V.—The V’s live in a little 
house out on the edge of town. Mrs. 
V. was nursing a wornout puppy and 
expecting company when this writer 
called. 

Her principal contribution was the 
fact that with the clothes dryer in the 
house you can wash at night, put the 
clothes in the dryer and go to bed. 
The next morning there is your wash 
ready to iron, without any fooling and 
loss of time. They have not noticed 
that their clothes wore out any faster 
in the dryer, and have had only the 
normal amount of lint trouble which 
didn’t surprise her. The dryer has 
not thrown off any excessive amounts 
of moisture. 

Mr. V. is quite progressive and al- 
though the house is small, they had 
every convenience such as a Bendix, 
a dishwasher, electric range and a 
water heater. For a family of three, 
their electric bill was $13 to $14 a 
month, Mrs. V said. 


Didn't Always Work 


Mrs. D.—Lucy, the colored maid and 
a youngster were the only ones in this 
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In the C laundry there is a Conlon ironer, a washer and an ironing board. Pandre, 9, 
shows how she tosses wet clothes into her mother's clothes dryer. 





Mrs. A. once burned holes in a chenille bedspread when the dryer failed to stop 
automatically. Still, she doesn't blame it, but the thermostat. 


family of three that were at home. 
However, the maid was voluble and ex- 
plained that the family washed once 
a week. They had had some cases of 
mechanical failure. “It jest won’t go,” 
said Lucy. One time the lint caught 
fire and caused some excitement. It 
should be said that the D’s have an 
early model. The maid had no idea 
of the cost of operation and when this 
writer called there was a small wash 
on the line in the laundry. They ap- 
parently used the dryer only on big 
washings, 


Mrs, E.—Judging by all the machine 
shop equipment in the E’s basement, 
Mr. E. is a man who likes to work 
with tools. He has power lathes, saws, 
photographic darkroom. There is a 
family of four, and Mrs. E said that 
the cost of operating the dryer was un- 
known to them, but that their electric 
bill jumped up when they put the dryer 
in. Later they bought a range. Now 
their bill runs around $10 a month. 

For her two children, she washes 
three to four times a week. The 
clothes are dried perfectly in the dryer 
but she never puts in any woolen blan- 
kets, and feels there is not enough vari- 
ation in the temperature control. She 
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has no complaint to make on the wear- 
ing out of clothes, and has never no- 
ticed any moisture being deposited on 
any of Mr. E’s slick looking tools. As 
to wearing out clothes, she thinks the 
kids outgrow them faster than they 
are worn out anyway, and after all, lint 
is an old story. The family has had 
service trouble, a unit burning out. 


Mrs. F.—At the outset you might 
say that Mrs. F. was prejudiced as her 
husband is a dryer engineer. On the 
other hand, wives are often more criti- 
cal of their husband’s product than 
anybody else. Mrs, F. pointed out 
that there had been a little trickle of 
moisture on the floor, but that was all 
the difficulty they had had. Biggest 
saving in the F’s laundry with a dryer 
is in time and handling. Attached to 
the residence is a guest house and 
washings come through pretty heavy. 


“Essential As Stove" 


Mrs. R.—The R home is the resi- 
dence of a physician and Mrs. R. ap- 
peared to be a woman who combined a 
society life with the rearing of a family 
of six. She said: “We frequently 
wash twice a day, on account of the 
little ones. You can get an idea of 








The W. family believes in being mechanized. They have an electric bill of $13 to $14 
a month including range, water heater and dryer. 


how well we like our dryer when I say 
that about 15 families have bought 
one on our recommendation. It is as 
essential as a cook stove. We have 
noticed moisture dripping from pipes 
and have water on the floor after drying 
clothes, but then water is spilled in 
doing any laundry. Something should 
be done about providing a screen for 
the lint which is blown all over the 
basement. I send my husband’s white 
suits and our bed sheets to the com- 
mercial laundry about once a month. 
They have a tendency to get slightly 
yellow and need bleeching. The dryer 
doesn’t wear out clothes and is not ex- 
pensive to run. I can’t tell you how 
much a month it costs.” 


Mrs. C.—Mrs. C. was sitting down 
to an afternoon of bridge when your 
reporter called. The home is another 
silk stocking residence. She said: 
“We have a family of four and no 
help; I wouldn’t be without a dryer. 
There’s been no trouble with it, and it 


_ whisks us through the laundry in a 


hurry. That counts these days. The 
dryer turns out clothes nice and fluffy, 
and as white as you could ask. It has 
never burned anything and produces 





Where could she find the time to work in a grocery with her husband, Mrs. B. asks, 
without a clothes dryer? Ironing and washing are completely done in four hours. 
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ironing that is damp or bone dry. You 
can see we have things fairly complete 
in our laundry. I am an expert on the 
ironer (Conlon) and put shirts through 
it as quickly as by hand. Pandre, our 
9-year old daughter will show you our 
dryer and improved lint catcher. We 
don’t know what it costs to run.” 


Mrs. N.—Mrs. N. has just rolled 
home from the hospital with a brand 
new baby and declared that the place 
was in such confusion that it couldn't 
possibly be photographed. She said: 
“We have a gas model clothes dryer 
and since we use gas for nothing else, | 
I can tell you that it costs $1.25 a 
month. It won’t turn itself off, and I'd 
prefer to have an electric, even if it 
were more expensive to operate. The 


machine works all right and there has § 


never been 
scorched. 
heavier starch, I notice. 


anything burned or | 


like the way it throws lint. But these 
are little details—the important thing 
is the way it saves time and handling. | 
Clothes come out of the dryer just as | 
white as if they had been dried on the 
line, and we’re happy with it. 





You have to use much | 
The dryer j 
doesn’t wear out clothes, but I don't 
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e has § radio sales by the different 
| of types of retail outlets, although 
much 4 much needed, has hitherto not been 
dryer 4 available from any authoritative source. 
dont | Therefore we are sure there will be 
these much interest in the accompanying 
thing 7 uble giving this breakdown by types 
dling. 4 of outlets for the year 1939. These 
a figures were prepared by the Bureau 


of Census for incorporation in a forth- 
coming publication of the Department 
of Commerce on the radio and appli- 
ance business. 

The tabulation was prepared by 
ELECTRICAL MERCHANDISING consoli- 
dating the data shown on two tables 
furnished us by the Department of 
Commerce and presenting the informa- 
tion in a somewhat simpler and cleaner 
Manner than is shown in the official 
form. 














Cover Gas and Electric 


The figures cover both gas and 
dlectric appliance sales. We have 
consolidated two official classifications, 
(a) household appliance stores, and 
(b) radio household appliance stores. 

, sO far as we can learn, mean 
tout the same thing, and two sets 
figures were confusing. We have 
io in the interest of clarity eliminated 
he dollar totals for each group, not- 
ig only that the total volume aggre- 
gated over $700,000,000, or about one- 
lf of the industry total for that year. 

The Department notes that the data 
W& prepared on a sampling basis, but 
this volume of sales is a more than 
tdequate sample. 
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Who Sold Appliances 


RETAIL TRADE: 1939 








Commodity Sales, By Types of Outlets (1) 








—- 
Value of commodity (2) 
Household Radio, Tele- ‘etic 
Household Appliance Stores and —" pe Noy SS 





Radio Household Appliance Stores % of Total Value % of Total Value % of Total Value 





SEES SAP ERE Oe TEE 27.44% 25.64% 26.99% 
Ce ra. £05 en « keene eras os 9.46 3.21 7.91 
Leased Departments....................000000- 85 25 .70 
Utility-Operated Stores................-002005. 20.57 1.49 15.84 
Direct selling (house to house).................. 62 07 A9 
NE. «asics udepige ss (tain cet tekemoens 17 24 19 
Total for Household Appliances and Radio Household 
Pea IEE. oe 5 650 wan oe Seve eee eaten 59.11% 30.90% 52.12% 
aia 5 6s 60a Kan dab oni ncerttads 16.97 17.93 17.21 
ES ic, 5 obo Valance wee cheb daa ots 12.11 26.33 15.63 
TT TET ee LP eee 7.71 n.s.s. 5.80 
Other Radio Stores 
Radio-Musical Instrument....................-- 32 4.65 1.39 
Piano, Musical Instrument....................-. 27 1.69 62 
IDs sata 5) wan ttn in- iva ® 04 | 11.95 2.92 
Total for “Other Radio Stores”. ...............--.-. 63 17.59 4.83 
doutiep Qenibss. Git s2cGwe iso eee. 1.34 6.93 2.73 
Farm Implement-Tractor-Hardware Stores...........-.. 58 n.s.s. 43 
Heating-Plumbing Equipment Stores................. 49 n.s.s. 37 
ne Gils Des: 2. Ss. «os eo gce tices tes 48 n.s.s. 37 
Ni acinar inna s+ kanmneiane ne weeeene 34 n.s.s. 25 
China, Glassware, Metalware Stores................-. 19 n.s.s. 14 
eit a Mees. 5... 000 sess ss saurseatees 05 .32 12 
Sr... bs beeeeainn ceted 100.00% 100.00% 100.00% 





(1) Principal outlets for which commodity data on electrical appliances and radios are available separately. 

(2) These data were popes on a sampling basis since not all stores keep sales records on a commodity basis. 
volume of these dealers aggregated $715,969,000. 

(3) Combined sales of gas and electric household appliances are shown. 

n.s.s.— not shown separately. 


The total 





Prepared by ELECTRICAL MERCfy ANDISING from data compiled by U. S. Dept. of Commerce, 1939 Census of Retail Trade. 
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HE bugaboo questions which 

provided ammunition for the 

critics, confounded the doubting 
Thomases and failed to produce posi- 
tive facts from even  sales-minded 
executives with roasters to sell have 
been answered . . by the electric 
roaster itself and the women who use 
them. 

As a part of an extensive program 
of consumer research through which 
the Proctor Electric Co. has been tak- 
ing the pulse of America’s homemakers 
to ascertain their wants (and equally 
important don’t wants) we put the 
questions on paper and hopped a train 
for Pittsburgh, a market in which more 
than 40,000 electric roasters have been 
sold through the combined efforts of 
the Duquesne Light Co. and electrical 
retailers. 

An opinion sampling panel was 
selected for a preliminary test to be 
made by mail to be followed by a 
thorough study to be made through 
personal interviews by trained re- 
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Over 90 percent of the women surveyed in a 
cross-section of Pittsburgh's 40,000 roaster 
owners, report the roaster has fulfilled their ex- 
pectations as a practical cooking device .. . In 
the following article, the questions of frequency 
and method of use and types of ownership are 
exhaustively covered, together with new data on 
other aspects of roaster ownership and use. 


searchers in the very best Gallup 
fashion. 

The $64 question was “Has the 
electric roaster lived up to your ex- 
pectations as a practical cooking appli- 
ance?” And 90.7% of the women re- 
plied with an enthusiastic YES. 

How often? 

Sixty-eight percent (68%) of the 
total use them either every day or 
“once or twice a week”. 

Are they used the year around or 
just during the summer time as some 
have thought? “The same number of 
times in all seasons” declared 176 out 
of 357 women. 

Are roasters only used where there is 


no range or where the range is old 
and lacking in modern features? 
Emphatically not. The roaster is used 
with equal liking by women whose 
ranges are of the most modern type. 
Why? Well, frankly, because women 
have found that their electric roasters 
cook better than their ranges and also 
that the roaster is easier to use because 
it is easier to keep clean. 

Vacation usage, while important, is 
incidental to the principal value of the 
roaster to the homemaker which is as 
an everyday auxiliary cooking appli- 
ance. Side by side with the range oven 
it takes its place in bringing modern 
cooking convenience to the home. 


AUGUST, 


Forty-one percent (41%) of the 
users prefer their roaster for baking. 
Perhaps one reason for this is that 
women find one oven not adequate to 
their cooking requirements for 60.2% 
of them report that they bake and roast 
at the same time, using both their 
roaster and the range. 

The principal reason for dissatis- 
faction was low-voltage, disclosed by 
the question: “do your house lights 
dim when you turn on your electric 
roaster?” Almost half of the women 
(45%) said “yes”. 


Roaster No Luxury 


One principal “bugaboo” literally 
“tossed out the window” by the survey 
is that the roaster is a luxury. 

All classes—from those residing in 
the poorest sectors to those living im 
the highest income areas—own and use 
roasters. 

Thirty seven percent fall within the 
$1,800 to $2,700 annual salary classi- 
fication; over 28% are in the $1,200 to 
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IRINGS the BELL 


By R. M. OLIVER 


Proctor Electric Co. 
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$1,800 group and slightly more than 
26% in the over $2,700 bracket. This 
certainly eliminates the myth that the 
roaster was designed primarily for the 
well-to-do family. 

Following the same pattern, inter- 
viewers reports show plus 56 percent 
of roaster users are home owners. Of 
these, 24.9% paid from $5,000 to $7,499 
for their dwelling ; 23.9% paid between 
$4,000 and $4,999; and 21.4% paid 
from $7,500 to $9,999. 

The majority of roaster owners rent- 
ing homes—approximately 31 percent 
—pay between $50.00 and $74.99 per 
month. Twenty three percent pay 
between $40.00 and $49.99. 

Automobiles are owned by 64 per- 
cent of roaster users while 93% have 
telephones. 

Observers noted that 64.7% have 
what is described as “old” kitchens. 
In these instances, the kitchen is in 
fairly good condition, but is older than 
twelve years. 

Eighteen and eight-tenths percent 
were termed “recent.” This is where 
the kitchen is in good condition and 
not over 12 years old. A small frac- 
tion less than 5% have deluxe improve- 
ments such as modern cabinets, sinks 
and floor coverings. 


Owner Occupations 


Occupation of the head of the family 
using a roaster comprises many fields. 
They are summarized as follows: 


Unskilled laborer 8% 
Semi-skilled laborer 8%, 
Skilled laborer 27% 
Public service 7% 
Clerical 9%, 

Small tradesman 10% 
Lower professional 9% 
Upper professional 14% 
Retired 8%, 


This category is almost self-explan- 
atory and adds much to the “who” in 
the survey. 

Since the roaster can still be consid- 
ered an “infant” in the appliance field, 
the age of users can be termed some- 
what as a “surprise.” It is apparent 
that experienced housewives prefer 
them. 

Thirty-five percent of the users of 
41 to 50 years of age; 31% over fifty 
years old; 21% from 31 to 40; and the 
temainder under 30. Again, the ex- 
pertness of the interviewer is brought 
to the fore—whoever thought close to 
10% of a group of women questioned 
would reveal their ages. 

Most of the roasters now owned in 
he Pittsburgh zone were purchased 
tice 1939. A careful record of sales 
‘mpares favorably with the results of 

Yy accurate. ; 
More than 65% were found to be 
years old; 21% were five years 
td; and the balance was fairly equally 


In cooperation with 


Residential Sales Department, Duquesne Light Co., Pittsburgh, Pa. 


distributed, among the “over 5” and 
“under 3” group. 


Frequency of Use 


Frequency of the use of a roaster 
reveals it to be a worthwhile factor in 
the household. , 

In this regard every day users total 
close to 15%; more than 57% use it 
once or twice weekly; and slightly 
more than 20% use it once a month. 
This, as a little mental addition reveals, 
leaves a very small percentage who 
find little or no use for their appliance. 

In the preparation of oven meals the 
roaster is employed by 90% of the 
every day users; 65% of the once or 
twice a week users and only 14% of 
the once a month users. It must be 
remembered, however, that not all 
meals are prepared with the aid of an 
oven. 

Convenience proved to be the major 
reason for use of the roaster. About 
one-third of all but the “daily use” 
group cited this as reason. A majority 
of daily users thought the roaster more 
economical. 

As one of the proving points that a 
roaster adds to rather than replaces the 
range, many owners stated they use 
both simultaneously, one for roasting, 
the other for baking. 

The age of the range had no real 
bearing on use of the roaster. A little 
more than one-third of all users own 
ranges more than 10 years old. 

Also, tending to prove that the more 


* you use your roaster, the better the 


result, 80% of daily users preferred 
it for baking, while only 20% of the 
once-a-month users expressed a sim- 
ilar choice. 

Another prevailing opinion shot full 
of holes by the questionnaires is that 
more owners would use their appliance 
more if shown how. 


Good Manufacturer's Instructions 


Taking an overall picture, more than 
60% disclosed that the most instruc- 
tive information was received from the 
manufacturer’s instruction book. Less 
than one-fifth wanted home demonstra- 
tions. 

Proof that the roaster is standing up 
exceedingly well under actual home 
conditions was also noted. In kitchen 
visits interviewers observed conditions 
surrounding the storage and use of the 
appliance. 

Only 6% were not in ready usable 
shape and only 2% were found: to be 
in poor condition. Failure to have a 
convenient electrical outlet handicap- 
ped 12% of the users. Nine out of 
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ten persons questioned found the kit- 
chen the place to use and store their 
roaster. 

More than three-fourths—actually 
77.5% received their roaster as a gift. 

The first question of the survey was 
“Has your electric roaster lived up to 
expectations as a practical cooking 
appliance ?” 

This was placed first for several 
reasons, the primary one being to 
eliminate any thought of biased reas- 
oning. 

Only 9.3% gave a negative answer to 
this question. Let’s analyze these 
people. 

Virtually all districts canvassed 
show a small measure of dissatisfaction. 
For example, seven districts which re- 
ported “no” answers were above the 
median income level, while six were 
below. Exactly 50% fell within the 
$1,800-2,700 index. 

Some electrical executives claim that 
older people are hesitant to use new 
appliances. This survey shows that 
the facts are to the contrary—dissatis- 
fied roaster owners came equally from 


all age groups. Another unusual 
feature is that a high incident of use 
is reported from the “no” group, 27% 
using it at least once or twice a week. 


Dissatisfied Owners 


One of the outstanding reasons for 
poor roaster performance is the ab- 
sence of proper voltage for efficient 
operation of the unit. When asked if 
houselights dim wher the appliance is 
plugged in, 57% of dissatisfied users 
replied “yes”. 

Chief complaints were against the lid 
and size. The former accounted for 
26%, the later 12% of dissatisfaction. 

With an eye to the future, present 
owners cited their preference in fea- 
tures. More than 60% like china oven- 
ware while 80% prefer a light weight 
aluminum lid. Three-fourth of those 
queried want a hinged lid. 

“Which do you find easier to clean?” 
found 76% favoring the roaster over | 
the range and 92.2% finding the ease 
of cleaning important. . 

The last question asked was “Is there 
anything about your roaster you weuld 
like changed (if you could design one 
exactly as you wish it)? 

Answers to this shows 30.6% de- 
siring a better lid; 16.9% wanting a 
larger size; and 12.7% preferring 
better dishes. 

















Data for the survey was gathered by members of the residential sales department 
of the Duquesne Light Co. Above, S. S. Malone of the utility's sales department, 
interviews roaster-owner Mrs. Charles Powell, 100 Biddle Ave., Pittsburgh, as to 
her reactions to electric roaster use. 
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By CLOTILDE GRUNSKY 


RESNO, California, which in 
normal times is a city of about 
65,000, is the business center for 


the San Joaquin Valley, one of the most 
prosperous agricultural districts of the 
world. The Fresno Chamber of Com- 
merce says the annual crops, plus wine 
and minerals, of the nine counties trib- 
utary to Fresno, represented a business 
amounting in 1943 to $815,431,188. Of 
the six most productive counties of the 
United States, five the San 
Joaquin Valley. 


are in 


High Kw.-Hr. Consumption 


Electrically this district has always 
been one of the bright spots of the 
country. Served originally by the San 
Joaquin Light and Power Co., now the 
San Joaquin power division of the 
Pacific Gas & Electric Co., the district 
ranks high in the per capita use of 
electricity. In 1939, which is the last 
year for which segregated figures are 
available, saturation of electric ranges 
was about 15 per cent, of water heaters 
8 per cent, refrigerators 72 per cent, 
washers and vacuum cleaners 60 per 
cent, and of radios about 94 per cent. 

At the time the war started there 
were some twelve major dealers in 
town—two of them representing the 
best known national chain stores, one 
a local “chain” furniture store with 
branches all over the valley, and one 
the beginnings of an appliance business 
in an automobile accessory store. Co- 
operative feeling was good. H. H. 
Courtright, president of the Valley 
Electrical Supply Co., commercial 
branch of the utility (he is now also 
district manager for Pacific Gas & 
Electric), was the originator of the 
“Through-the Dealer” plan and one 
of the early recipients, in 1928 to be 
exact, of the McGraw medal for his 
contribution to the dealer cooperation 
movement. Under his guidance, the 
power company as early as 1922 took a 
stand encouraging dealers in every 
way in the building up of their busi- 
ness in order that they might become 
the main channel of electrical merchan- 
dising, a policy which has been main- 
tained throughout the years and has 
been continued and expanded under the 
present set-up. An active dealers’ 
association met regularly before the 
war. This group listened to speakers 
on educative subjects, better methods 
of selling, of store management, etc. 
and also considered the problems of 
ethics which involved in dis- 
counts, trade-ins, service guarantees 
and the like. It was one of the first 
groups to agree upon a trade-in policy, 
banning the acceptance of old ice boxes 


were 
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This was Buford's before the war. The same space is now filled with waterheaters, floor furnaces and evaporative 
coolers, with a few small household items just to fill the windows and table space. To the rear of the service 


department is an alley convenient for deliveries and facing on this a storage space in the opposite building, con- 
tinuing through to the next street. 


completely and setting trade-in values 
for refrigerators. What is more, it 
survived the various slips and breaks 
which always occur under any such 
agreement and maintained loyal ranks 
over a period of several years. It was 
going strong when the war broke out 
and continued for a while in full 
strength, considering such problems as 
priorities, manpower shortage and 
other war difficulties. As the manpower 
has dropped off, the meetings have 
become smaller, but a staunch group 
of six or seven still meets regularly 
every two weeks at lunch and will con- 
tinue to do so, looking forward to the 
time when full activities are again 
resumed. 

Like the dealers of other communi- 
ties, the electrical men of Fresno at the 
beginning of the war were beset with 
a number of doubts and fears as they 
faced the future. They were not sure 
whether or not they could last out the 
duration, and if they could, what was 
the best way of doing it. They were 
worried as to whether or not, when it 
should all be over, they could get back 
the lines they used to carry, and 
whether they would still hold their 
positions in the community as recog- 
nized electrical stores. They wondered 
what kind of competition they would 
have to meet when business resumed 
and what new conditions they might be 
called upon to face. 


Philosophy of Survival 


These things they have talked over 
in their meetings, and out of them has 


come a sort of group thinking, which 
might be dignified by the term of a 
“philosophy of survival.” What it 
amounts to is about this: 


First, keepin busi if possibl 
overhead down, take on other lines. 

Keep in touch with customers, rendering 
service so far as possible on all appliances 
sold. This means satisfied clients, ready to 
return after the war. It also means a pros- 
pect list built up with knowledge as to 
where the obsolete appliances are which are 
going to need replacement. When a cus- 
tomer comes in inquiring for an appliance, 
sympathize, tell her of the outlook, put her 
down for early delivery when any shall be 
released. 

Keep in touch with jobber and manufac- 
turer, letting them know what a good job 
is being done in servicing appliances. Keep 
in touch with furniture shows, and with the 
wholesaler and manufacturer in whatever 
line you have taken up, so that they will 
come to know the store as an active one. 

In the meantime, clean house, sell every- 
thing on shelves and in corners. Collect all 
accounts and put the money into cash. 

Now approach your banker—tell him you 
have money to invest and ask his advice. 
Tell him that you will probably be coming 
to him when the war is over to borrow 
money, but that you regard him as your 
banker when you have money and when you 
havén't. Let him know you are still there. 

Appraise your location from the stand- 
point of the nature of your business. Make 
checks to decide just where you want to be 
if a change is advisable. Then try and rent 
now, subleasing if necessary until such time 
as you want to move in yourself. 

Make a plan now for ten years ahead, in- 
cluding some stiff going during the period. 

Applying these principles most of the 





Keep 
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Fresno dealers have survived. Some 
were far sighted enough to lay in large 
stocks just before the freeze which car- 
ried them on for quite a while. Others, 
already with an auxiliary line of busi- 
ness, have expanded this to take up the 
slack. No two have found quite the 
same solution. Service, contracting, 
housewares, music, furnaces and water 
heaters, hardware—all these have aided 
in keeping the group together. A few 
have made an outstanding success in 
the particular lines they have chosen, 
others have cut overhead and managed 
to keep going. One or two have drop- 
ped out. On the other hand, there are 
a couple of newcomers in the field who, 
though not selling electrical appliances 
now, are laying their plans and are all 
set to become factors in electrical re 
tailing when the war is over. 


Fisher-Glassford Hardware 


There is, for instance, the Fisher- 
Glassford Hardware Co., of which 
A. M. Bopp is vice-president and gen- 
eral manager. They were caught with 
a limited stock of electrical appliances 
when the freeze came and soon found 
themselves out of the electrical busi- 
ness. An expansion of the giftware 
and crockery departments helped take 
up the slack. Mr. Bopp is head of the 
local dealers’ association and has beet 
one of those who has kept up attend- 
ance at meetings throughout the wat. 
The company is ready to go back into 
electrical merchandising as soon 4 
appliances are available and must ab 
ways be reckoned a substantial factor 


1944—ELECTRICAL MERCHANDISING 


CMRP ef 


ee Pera ee 











AFT 





in the 

The 
salesn 
emplo 
resum 
and m 
ing wi 
the bu 
and tl 
own y 
care | 
dealer: 
turers 
tees de 
locatec 
display 





ELEC’ 
















1 





ee 


oe 


arge 
car- 
hers, 
busi- 
p the 
> the 
ting, 
water 





aided 
. few 
ss in 
\osen, 
naged 
drop- 
re are 
| who, 
lances 
ire all 


al re- 


‘isher- 
which 
d gen- 
it with 
liances 
found 
| busi- 
ftware 
d take 
of the 
is beef 
attend- 
1e Wat. 
ck into 
oon as 
1ust ak 


| factor 


ISING 















AFTER 


Where once electrical appliances held sway, are now floor furnaces, water 
heaters, ice-boxes and gas ranges with a few small household items to fill 
up space. This will be remodelled after the war, with neon trim all around 


THE Fact 





the store. A new model kitchen will fill the space after the war. 


in the local picture. 

The store employed three outside 
salesmen before the war and plans to 
employ three or four again when it 
resumes merchandising. Both utility 
and manufacturers’ help in sales train- 
ing will be welcomed. Two men carried 
the burden of. servicing before the war 
and this department always paid its 
own way. A similar setup will take 
care of postwar needs. Like other 
dealers, Mr. Bopp hopes the manufac- 
turers will revise their service guaran- 
tees downward. The store is centrally 
located and well adapted to appliance 
display so no remodeling is planned. A 


model kitchen will be installed and used 
is demonstrating the major appliances. 


Music Co. 


The Hockett-Cowan Music Co. also 
holds a substantial place in the com- 
munity. Originally purely a music 
store, it early added radio and appli- 
ances, which were an important part 
of its prewar business. The firm em- 
ployed six or seven outside salesmen, 
handled its own deliveries and service, 
with a staff of five in this department. 
As the stock of appliances was cut 
down, this store has naturally ex- 

(Continued on next page) 


Hockett-Cowan 
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When war came the appli- 
ance dealers outlined a 
“philosophy of survival" 
and at present are laying 
ambitious plans for post- 
wear merchandising . . . The 
story of one town's dealers 
and the way they met the 
crisis. , 








Buford's shop spills over into the storage space at the rear, with the basement of both 
stores, some 25,000 sq. feet, available for storage. After the war, the street frontage 
(visible at the rear) will be made into a second store where re-conditioned trade-ins 
and heavier plumbing items will be sold. 












Service work is departmentalized at Buford's with specialists working in each field. This 
part of the shop is open to the delivery platform on the rear alleyway which separates 
the main store from the storage warehouse. 


Twenty-five service men are kept busy in the various sections 6f the service department. 
Mr. Buford maintains a $10,000 stock in washer parts alone, plus as complete a collection 
of other parts as it is possible to maintain. 
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L. G. Jeffrey or the Electric Construction Co. has given up appliance merchandising. He has moved his con- 
tracting business to an outlying district where he is freer from interruptions and has more space to expand. 


panded its music departments. Rec- 
ords have spread out into what was 
formerly a radio demonstration room. 
Into another radio booth the office has 
been moved from its former location 
on the mezzanine floor. The store does 
a nice business in second-hand pianos. 
Gas ranges, ice boxes and evaporative 
coolers (these subject to strict priority 
regulations) still maintain the atmos- 
phere of appliance selling. Odds and 
ends, such as candles, floor finishings, 
and the Eagle premium line help to fill 
space and to contribute to volume. The 
service department has been main- 
tained so far as possible, but the man- 
power shortage has made it difficult to 
keep up with the demand. Two service 
men take care of the store’s own appli- 
ance customers, except for refriger- 
ators, which temporarily have been 
farmed out. This department pays its 
own way and makes its full contribu- 
tion to general overhead. A lower 
overhead and a diversity of wares have 
carried the store through the war 
period. 


Post-war Plans 


Manager C. F. Cowan looks forward 
to a prompt resumption of appliance 
selling after the war. The store al- 
ready has a good location on the main 
street in the heart of the business sec- 
tion, with a convenient delivery en- 
trance on the alley at the rear. It will 
be redecorated and rearranged. The 
model: kitchen, which has been given 
up because one by one all appliances 
were sold out of it, will be restored with 
the latest available equipment. Here 
he plans to carry a complete gas and 
electric line. Asked if he believes in 
handling one make exclusively or in 
carrying a number of brands, Mr. 
Cowan replied that he would prefer to 
handle one line provided he could be 
sure that he would have protection, but 
with any doubt, it had proven good 
policy to carry two lines so as to have 
one to fall back on if the other broke. 
He is interested in the outlook for new 
equipment and will be ready to take 
advantage of new developments as they 
come along. The service department 
will be restored to full strength and 
will, he hopes, continue to pay its own 
way. Mr. Cowan feels very strongly 
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on the subject of the so-called “five- 
year guarantee”. He feels that one year 
is quite long enough for any appliance 
guarantee and that if manufacturers 
wish to promise replacement of some 
particular part after that period, it 
should be made clear that no service is 
included. Terms he hopes can be kept 
to eighteen months. Salesmen will be 
added as needed, but possibly the de- 
mand of the first few months will make 
field work unnecessary. 

Trade-ins after the war will be a 
distinct problem. He himself has made 
commitments with the sale of iceboxes, 
looking forward to their postwar re- 
demption as part payment on a me- 
chanical refrigerator. These he be- 
lieves will have to be accepted, but 
other trade-ins, of which there are 
going to be large numbers offered, 
should come under strict rulings. 

The answer to this, as to many other 
of the industry problems, lies in the 
local dealers’ association. He is one 
of those who have continued regular 
attendance throughout the war period 
so that the group may be ready to re- 
sume its functions as the appliance 
field again becomes active. The virtue 
of such a group lies primarily in the 
friendly feelings it engenders between 
members and the “will to cooperate” 
which results. He does not believe that 
such an organization can attempt to 
force rulings by punishments and fines, 
but credits the success of the Fresno 
group to their faith in one another and 
their willingness to carry on in spite of 
occasional slips. He suggests that a 
national organization, membership in 
which would give local dealer groups a 
feeling of support and permanence, 
would help. Such a national body 
could approach many of the problems 
which have a national slant, such as 
dealing with chain stores in a way that 
is beyond the powers of a local branch. 

This store is prepared to deal with 
lower margins if they are imposed, but 
Mr. Cowan believes that the effect of 
any such step on the part of the manu- 
facturer would be to induce dealers to 
cut down on overhead and to limit sales 
effort, rather than to meet the emer- 
gency by attempting to build volume. 

In general it can be said that the 
Hockett-Cowan Music Co. will be 
ready to start in the post-war field on 


a sound basis, with intent to meet 
conditions as they arise and to take ad- 
vantage of all opportunities. 


Westinghouse Store 


The Westinghouse Store, of which 
L. G. Jeffrey was manager has a story 
worth telling. Mr. Jeffrey represents 
one of the dealers who came up through 
the ranks of the contractors. He went 
into merchandising when the depres- 
sion had cut down buildipg and re- 
duced the contracting business to a 
minimum. From the first, however, 
he was not comfortable in the field. 
His interest was always in the con- 
tracting end and the distractions of 
dealing with salesmen, customers and 
store problems, merely proved irksome 
interruptions. He found himself get- 
ting up at 4 a.m. in order to have a few 
hours of undisturbed work at the plan- 
ning table. Salesmen were a continual 
burden. In a climate like that of 
Fresno, where refrigerator selling was 
largely a seasonal business, it was diffi- 
cult to provide a livelihood for the men 
who depended on sales commissions 
over the winter months and Mr. Jeffrey 
found himself carrying them with ad- 
vances which they might never make 





up. In fact when the war came along 
with restricted supplies, he was glad 
enough to close out the merchandising 
end of his business completely. He 
shut up the downtown store and moved 
out to an outlying section of town 
where he could afford to purchase land 
adequate for material storage and 
where he was safe from extraneous 
callers and interruptions. Here he has 
made a success of contracting and he 
does not intend ever to go back to mer- 
chandising. After the war he looks 
forward to expansion in the depart- 


ments of industrial, commercial and | 


public building contracting jobs. He 
has already purchased adjacent land 
conveniently located with respect to a 
railroad line, where a spur track may 
later give him direct deliveries. With 
a son associated with him in his work, 
he is ready to take advantage of the 
post-war building developments for 
which plans are already being made. 
Incidentally, he expressed the hope that 
the large manufacturing companies 
would offer an opportunity for young 
men who are qualified, to take a brief 
training: in their shops after the war in 
order to become familiar with new 
technical developments. 











Hockett-Cowan Music Co. before the war. The appliances and even the cabinets have 
been sold out of this model kitchen, leaving it bare. But Mr. Cowan plans to install a 


new one when equipment is again available. 
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Wm. R. Turpin, once exclusively an electrical dealer, has made successfully the difficult 
transition to the furniture field and now has this attractive store located to serve the 
city's residential districts, in addition to a smaller downtown furniture headquarters. 
Temporarily appliances have been given up, but the firm plans to enter the electrical 
field again as soon as equipment is again available. 


Turpin's Furniture 


William R. Turpin, general manager 
of Turpin’s exclusive furniture stores, 
is an example of the electrical dealer 
who has made a successful switchover 
from appliances to furniture. This 
was not a war measure, as the change 
had been made a year or so earlier. 
Mr. Turpin, who started in selling 
vacuum cleaners and expanded to take 
in the complete appliance line, had 
been attracted by the larger margins 
and greater freedom in the furniture 
field and had added a line of home furn- 
ishings in his downtown store. Later 


in the residential district, still main- 
taining an appliance store downtown 
ds well as a department in his new 
store. The difficult adjustments in the 
new field had largely been made before 
the war came along and it was natural 
enough when the source of supply was 
cut off, to drop appliances temporarily. 











Now Mr. Turpin again has two stores, 
both handling furniture. When the war 
is over, he plans to take on appliances 
again, probably handling one com- 


store will be remodelled after the war. 
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he built an attractive furniture store 





plete line, with the emphasis of course 
on the larger appliances. He stresses 
the importance of a complete under- 
standing and frankness between manu- 
facturer and dealer, so that the retailer 
understands the role he is expected to 
play and, if he fulfills his part of the 
bargain, receives in return the protec- 
tion and support to which he is entitled. 
The dealer who does not understand 
the plan under which he is operating, 
or who is subjected to arbitrary rul- 
ings on the part of the manufacturer 
who tells him what he “must do” with- 
out explanation, cannot produce satis- 
factory results. 

He believes the future of the elec- 
trical business is with the combination 
store carrying other lines as_ well, 
chiefly because it will always be too 
easy for a man to start in the ex- 
clusively electrical field and hence com- 
petition is apt to be severe. As a furni- 
ture man, however, he is interested in 
pushing electrical lines only if margins 
are kept up. His store will provide 
service for appliances sold, but he is 
greatly in hopes the frictions of the 
past due to unreasonable or misunder- 








Records have now taken over what was formerly a radio demonstration room at Hockett- 
Cowan Music Co. and the office has moved downstairs from the mezzanine. 


The whole 
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The corner windows and store space were formerly devoted to McMahan's appliance 
department, which represented in volume about one third the store's business. After 
the war, Mr. McMahan expects to give electrical equipment more space and attention— 
that is, if margins and terms are right. The firm has twenty-six branches in different 


towns throughout the San Joaquin Valley. 


stood manufacturer’s guarantees will 
be abolished. Trade-ins must be con- 
servatively handled. Terms should be 
short. He believes the emphasis will 
be increasingly on store selling, with 
no staff in the field. 


McMahan's Furniture 


McMahan’s represents the opposite 
case of a furniture store which before 
the war had gone deeply into the appli- 
ance business. In fact this department 
provided about one third of the store’s 
volume before restrictions went into 
effect. This is a long-term credit 
house, with twenty-six branches, lo- 
cated in all parts of the San Joaquin 
Valley, with Robt. O. McMahan at 
its head in Fresno. During the war, 
the appliance department has simply 
been dropped and with it all servicing 
of appliances. When supplies are 
again available, the store plans to take 
up where they left off, with even 
greater emphasis and a greater share 
of the display space. All electrical 
equipment which can be sold as “pack- 
age lines”, including air conditioning 
and other new developments as they 
come up will be in the firm’s province 
in so far as they can be handled as 
store business. No field selling is con- 
templated. Like other furniture men, 
Mr. McMahan is concerned about mar- 
gins. He is very much against the 
5-year guarantee and similar plans as 
they were handled before the war. Al- 
though this store took no part in the 
local dealers’ association it has main- 
tained a conservative attitude toward 
trade-ins and intends to keep up this 
policy after the war, no matter what 
the pressure may be. On the other 
hand, the firm’s policy has always been 
one of extending generous credit and 
handling its own paper and it hopes 
that government restrictions will be 
lifted so that this will again be possi- 
ble. If margins are right, they can 
be expected to really “go to town” 
in an electrical way. 


Gottschalk’'s Department Store 


Gottschalk’s, the local department 
store, has long been an important fac- 
tor in appliance selling. It maintains 
a housewares department in the base- 


ment, of which Mr. A. Fernandez is 
manager. Before the war it did an 
active appliance business, with two or 
three salesmen in the field and a sup- 
porting service department. H. L. 
Wilkinson, present assistant manager 
of the department was the head of 
this. Like others, he is much con- 
cerned about the reform of the manu- 
facturers’ guarantee agreements. He 
believes it is important, not only that 
the guarantee itself be written in plain 
language, but that manufacturer adver- 
tising be clarified so that the customer 
is not pre-sold with a mistaken idea 
of what she may expect. He thinks 
manufacturers should stress the idea 
that adequate parts and service to main- 
tain equipment is important (as the 
automotive people do), rather than im- 
plying that appliances will run indefi- 
nitely with no upkeep required. The 
war has meant the dropping of ap- 
pliances temporarily from the depart- 
ment, the place where once a model 
kitchen was installed now holding 
brooms and laundry gadgets, but this 
will be restored when equipment is 
again to be had. The firm cooperates 
with local dealers and plans to continue 
to do so as business again expands. 


Bufords’ Appliance Operation 


T. J. Buford’s, of Buford’s, is an 
example of an electrical dealer who 
has made a success by remaining in 
his own field. He started some twenty 
years ago in the washing machine busi- 
ness and has advanced through many 
changes and vicissitudes until in the 
period just before the war he was able 
with full justification to carry the 
slogan “The Electrical Department 
Store” in his display sign and advertis- 
ing. He was one of those who fore- 
saw the possibility of a shortage be- 
fore the beginning of the freeze and 
bought to the limit of available stocks. 
At this time he was able to obtain a 
store space to the rear of his own, run- 
ning through from the mid-street 
alleyway to the next street. This he 
used for storage, filling it with both 
new and used equipment—all he could 
lay his hands on. To this storage 
space he added the rear of the garage 

(Continued on page @&) 
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A frozen foods department sprang up as a result of carrying 
sample packages in home freezers when Farnsworth's was 


strictly an electrical appliance outlet. 








On A Tire Company’s 


After a Wartime Hook-up with Firestone, This Appliance Dealer 


Reveals 


T tate ato been a good deal of 
talk about the tire companies 
invading the retail appliance 
business. One dealer who should have 
a good slant on the operating methods 


of at least one of these companies— 
Firestone— is Philip Farnsworth Jr. of 


Dover, N. J. Formerly conducting a 
straight electrical appliance and radio 
outlet, handling the G-E line, he 


hooked up with a tire company soon 


His Reactions 


after the blitz struck his regular busi- 
ness, 

While his experience, to date, has 
been on non-electrical items, he is so 
much impressed with the merchandis- 
ing method, promotional helps and 
the variety of goods he handles under 
the Firestone label, that he is anxious 
to continue the association in post-war. 
On the other hand, he also would like 
to maintain his former identity as an 


Farnswort "5 | | 


irestone Store 
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Located in the center of Dover's shopping district, the store serves a trading area 


of 25,000 people. 
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and Discusses 


independent dealer in electrical and 
radio lines. 


No Side Lines 


Prior to the Fall of 1941, Farns- 
worth operated the Dover Appliance 
Co., located in a “little shop around the 
corner off the main street” where sales 
efforts were concentrated on a com- 
plete line of electrical appliances and 
radios. The addition of a small record 
department, to go along with radio- 
player combinations, was considered as 
strictly on the beam. 

Meanwhile, however, he vetoed all 
suggestions that the shop should probe 
the potential sales possibilities in the 
local market of several other products 
which he classified as borderline mer- 
chandise in an appliance outlet. At that 
stage in his business he was dead set 
against any division of sales efforts. 

Dover’s normal population is 10,000 
and the city’s entire trading area is 
estimated to hold about 25,000 persons. 
Considering the size of the territory, 
Farnsworth felt the company made a 
highly-creditable showing by deliver- 
ing 148 refrigerators to homes in one 
year. When his average sales price 
that year proved to be $189 per unit, 
while the national average was re- 
ported to be $155, he was particularly 
gratified. From table-model appli- 
ances to maior-household types, the 
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sales force pushed the G-E line. 

This seemed to him an ideal time 
to move into larger quarters, expand 
the sales force, and add new products. 

In the Fall of ’41, he opened the new 
store. Situated in the heart of the 
shopping district, the store width is 20 
feet and the sales floor is 70 feet long. 
The Dover Appliance Co name was 
packed in moth balls and the new store 
opened as Farnsworth’s. 

Sales emphasis continued to be 
placed on the full G-E line. The record 
department drew increased display 
space and the added products included 
New Home sewing machines, Bendix 
Home Laundry, RCA Victor radios 
and combinations, and Schaefer home 
freezers. 


Wartime Merchandising 


But Farnsworth’s blossomed forth 
with all this finery just one month be- 
fore Pearl Harbor signalized the shelv- 
ing of appliance merchandising for 
the duration. Conversion of manufac- 
turers to war implements hit this store 
exactly the same way it did thousands 
of others. And this dealer stuck in 
the merchandising groove exactly as 
did many hundreds of others. The ac- 
companying pictures give some indica’ 
tion of his success. He moved fast. 

Here are the steps, as he recalls 
them: 
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First introduced late in 1942, toys immediately went over the top in a big way and 
now are regarded as staple items in this store. 


“Home freezers led me into the fro- 
ma foods business. At first I just 
ta few packages in the demonstra- 
ton unit to show prospects how the 
exer worked—and the customers 
tt buying the samples! When we 
tuldn’t purchase any more freezers I 
jmped into the frosted foods business 

h both feet. 

‘Thooked up with the Honor Brand 
mpany and within a month we re- 
eyed a big break. Dealers here hand- 
% Birdseye packages ran out of 

lies and couldn’t get more for 

tta while. So the women jammed 


in here faster than we could serve 
them. 


Toys Prove Profitable 


“When the last washer went off the 
floor in June, 1942, and it became cer- 
tain we would have to fill in with other 
lines for the duration, I visited the gift 
show in New York and opened 32 ac- 
counts on novelties. Games naturally 
followed soon after and Christmas sug- 
gested toys. Those toys are here to 
stay, too, along with the frosted foods. 
Last Fall we even did a big wholesale 
job on the toy line. 
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Record albums received a big break in display space when 
the new store opened in 1941 and the department has been 
further increased since then. 


Long anxious to tackle the paint field in which he previously 
had trouble making a sound start, Farnsworth hit it hard when 
Firestone provided him with a suitable stock plan. 


SGY Wat 
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By the time appliance stocks were exhausted, Farnsworth was ready with a wide 
selection of gift novelties and soon after followed with a small library of books. 


“We picked up sheet music, seeds 
and garden tools, along with a half- 
dozen other lines, but I couldn’t seem 
to break into the paint market on a 
sensible basis. None of the manufac- 
turers I contacted offered me a mer- 
chandising plan or suggested a stock 
set-up for a small dealer operation. 
They just wanted to sell me paint, 
period,—and I didn’t feel like jumping 
off the deep end in the dark without 
any previous experience. 

“Around the turn of the year, Fire- 
stone entered the picture. They made a 
nice proposition and I jumped at it. I 


didn’t have to be sold on their program 
because I had read a good deal about 
it. 


On Retailer-Distributor Basis 


“In the first place, the company had 
all the answers to my paint problems. 
From a selection of stock assortments, 
detailed right down to the last color 
and the last half-pint, they suggested 
the correct one for a store of this size. 
Then they backed it up with a mer- 
chandising plan.” That statement also 
holds true for all the other lines they 

(Continued on page 113) 
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CHARLES A. PIERSON 


—headed the Standard Electric Stove 
Co. of Toledo, O. 


ae 
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DISON, playing with his incan- 
E descent lamp, diseovered as 

everyone else.did that any mate- 
rial which was brought’ to am incan- 
descent heat would rapidly oxidize and 
be consumed. So: the original purpose 
of the glass bulb around his incan- 
descent light was to prevent oxidation. 
The pioneers in the electric range field 
went through this same battle in get- 
ting a resistance wire which would 
stand up. 

There are three ways of creating 
heat electrically. One is by induction, 
indirect heat generated by induced cur- 
rent. Another is arc heating but the 
temperatures are too high. Resistance 
heating is logical for domestic ranges 
because of the great variation possible. 


Detroit Fireless Stove 


When in the year 1910, the nickel 
and chromium alloy created by A. L. 
Marsh began to come on the market in 
quantities, Luther D. Smith was mak- 
ing non-electric fireless cookers in De- 
troit. He experimented with an elec- 
tric element at the bottom of the cooker 
and found it operated so successfully 
that he organized the Detroit Fireless 
Stove Co. It was but a short step to 
put the cooker on legs of table top 
height and add an electric hot plate on 
each side. The next feature was an 
oven. 
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An interview with Charles A. Pierson of Toledo 


This development was the forerunner 
of the Standard Electric Stove Co., 
which purchased the Detroit Fireless 
Stove Co. and moved it to Toledo in 
1912. 

The first electric ranges were lim- 
ited in size and connected load for two 
reasons: It was necessary to have a 
range that would come as nearly as 
possible to competing with ranges built 
for other fuels, and secondly, the total 
connected load had to be kept low be- 
cagise facilities for serving electric 
ranges throughout the country were 
limited. The power companies did not 
have wiring systems capable of as- 
suming the. cooking load. 

Electric cooking had wonderful pub- 
licity from the newspapers and maga- 
zines from its very start. Like radium, 
it appealed to the imagination of car- 
toonists and feature writers who loved 
to play up its magical aspects. Be- 
cause it was so marvelous it sounded 
too good to be true, and in 1914 when 
the heating element had been perfected, 
it would probabl; have been highly 
successful at once but for the other 
barriers to be surmounted before it 


could be accepted as ideal for home 
cookery. Because of the high rates a 
range in 1914 was often considered too 
expensive to operate and a fireless 
cooker was a necessity. The housewife 
had to be sold on the fireless cooker as 
well as on the idea of electric cooking. 
Ovens were made smaller than the 
housewife was accustomed to because 
they required less current, to operate. 
The rates were so high that even with 
the most rigid economy, bills to oper- 
ate were almost prohibitive. 


Distribution System Snag 


Another obstacle was the limitation 
on current distributing systems. When 
electricity came into use for lighting 
practically nobody had any conception 
that its function would extend beyond 
lighting with the possible exception of 
a few small appliances. The network 
of distributing systems throughout 
cities and suburbs were meager, in 
fact, just large enough to take care of 
the estimated number of lights that 
would be used in each home. It was 
really a tremendous task to revamp the 
entire electrical distribution systems of 


the country in order to accommodate 
a method of cooking. 
The utility companies owning both 





cas 

192 

wif 
rad 
son 
tha 
this 
opt. 
typ: 
. 


ii 


imp 


gas and electric systems saw no reason 


for substituting electric cooking for the 


existing gas load. Utilities which were | 


strictly electric could reasonably be 
expected to assume that the costs to 
prepare to serve the electric ranges 
would more than eat up the revenue 
from ranges for many years. 


During the World War I utilities | 


had almost universally increased their 
generating capacity and revamped 
their distribution systems. In many 
cases they doubled, trebled or quad- 
rupled it. It was during this period 
that electric ranges got their first real 
start. 

Standard’s first surface burners were 
of the disk hotplate type and were en- 
closed burners. Until 1918 all Stand- 
ards were equipped with enclosed burn- 
ers and these were made in the maxi- 
mum of 1200 watts owing to limitations 
of wire temperature. In 1918 Standard 
developed an open type burner which 
consisted of a series of resistors held in 
place by spoke-like porcelains under a 





























This is probably the first instance in which electric heat was ap- 
plied to a fireless cooker. The date is 1907. 
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Special aluminum cooking utensils had already made their ap 
pearance in 1910 when this Detroit Fireless stove made its 


@ppearance. 
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cast iron grid. Along about 1918 until 
1925 the only type of burner the house- 
wife would accept was the open type 
radiant burner, apparently for the rea- 
son that it closely resembled the fuel 
that she was accustomed to. So during 
this time Standard gave customers the 
option of either the enclosed or open 
type burner. 

Structural details of electric. ranges 
improved greatly since the first ones 


The Electric Roaster Makes Its Appearance 








were built. They have been designed 
to prevent rusting or deterioration of 
metal parts; deterioration of insulation 
or the wiring; loosening of the ter- 
minals, causing voltage drop and heat 
losses; rigidity without sacrificing 
beauty or design; smoothness and 
beauty of finish above reproach; and 
convenience to the user. 

Toe space has been provided in the 
front of the ranges so that the center 


A talk with its inventor, Alva T. Smith 


HIS is a story of a professional 

inventor who goes at his business 
as calmly as you would attempt to take 
a stroke off of your golf score. 

“There are two ways to invent,” 
says Alva T. Smith. “The first way, 
an idea comes to you out of the clear— 
usually stemming from the association 
of related ideas to a fresh viewpoint. 
In this case the market acceptance is 
not automatic. Usually the finished 
product is too far ahead of consumer 
acceptance. The second way is to in- 
vent to fit the market. Such inventions 
are most successful when combining 
two familiar items which give a new 
result. For instance, a clock mechan- 
ism to a toaster—a motor to a mixer— 
electric heat to a sadiron—a motor 
clipper to a shaver. In this latter way 
you don’t have to sell the public. They 
come to you for the obvious labor-sav- 
ing advantages. That’s the thing to 
strive for—the obvious.” 


Smith's Background 


Born in Portsmouth, Va., Alva 
Smith left grammar school for industry 
in order to fully indulge in his love of 
electrical machinery which culminated 
in the rank of chief electrician in the 
Navy during the last war. 

Fresh out of the Navy, he got a job 
with the Cutler-Hammer Co. at their 
New York factory laboratory and spent 
his time during the day working en- 
tirely on heating appliances. Evenings 
were spent in New York night schools, 
including Columbia University, study- 
ing. That was in 1926 when special 
items to which most of his research 
was devoted, was that of the tubular 
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electric heater which is now widely 
used in the modern electric range. That 
was 23 years ago during which time 
the tubular heater has demonstrated its 
steel-clad advantages. 

While working as a consulting engi- 
neer in the New England States, Alva 
Smith developed many electrical ap- 
pliances for New England manufac- 
turers. One of these appliances was 
the wall outlet electric range, consist- 
ing of two surface burners and an oven 
plus a unique switching arrangement 
known as “super heat.” The then avail- 
able 1320 watts for wall outlets was 
employed to the best possible advan- 
tage, the idea being to encourage people 
to experiment with electric oven cook- 
ing without the obstacle of special wir- 
ing. That was in 1926 when special 
wiring cost real money and was hard 
to sell, especially to renters. 

This early experience with wall out- 
let cookery is the basis of the present 
electric roaster. He reasoned that every 
home is familiar with a roasting pan. 
It’s standard merchandise for which 
there is wide acceptance—so he further 
reasoned, why not build electric heat 
into the roaster pan, taking a short cut 
over the then prevailing method of 
heating the oven and allowing this heat 
to penetrate into the pan. 


Contacted Nesco Head 


Looking about for a manufacturer to 
sponsor this invention, Alva Smith 
contacted Alfred J. Kieckhefer, presi- 
dent of the National Enameling & 
Stamping Co. at Milwaukee. Mr. 
Kieckhefer not only saw the possibili- 
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balance of the user may be brought 
closer to the range, preventing fatigue. 
Utensil drawers slide easily on roller 
bearings; the temperature of ° the 
warmer is just right for dishes which 
are to be placed on the table; broiling 
is positively smokeless; the cooking 
top is acid-proof; the table ton is 
ample size and the height of the range 
is just right, it is not necessary to 
stoop over while using the range. 





Alva T. Smith . . . Beans played a part in his invention of the electric roaster, and 
he's never been able to look a bean in the face since. 


ties but also supplied helpful counsel 
in launching the project. In the spring 
of 1929 a reduction to practice through 
market studies with experimental 
models was commenced. 

The first experimental model was in 
the form of a casserole. The country 
was then in a depression and this 
seemed like the best model for the 
initial embodiment of the invention. 
It worked so well that he called it the 
“Modern Yankee Bean Pot,” and in 
1930-31 dashed about the country dem- 
onstrating it to sales groups and public 
utilities. Sales were 5,000 units the 
first year, 6,000 the second year, and 
jumped to 10,000 for the third. 

Alva Smith felt he was barking up 
the right tree. He felt that here was a 








a 
pa 


SUPPLEMENTARY LINES | 
Sixth in a series by Tom F. Blackburn 4 








MBE» he * 


“Standard had a successful opera- 
tion,” says Mr. Pierson, “until our 
minority stockholders insisted on ex- 
pansion which brought in capital which 
then controlled the company. The new 
control took management in January 
1938 and the companv failed in Janu- 
ary 1959. This will give you an idea 
of how one of the oldest electric range 
coinpanies passed out of the picture. 
It should not have happened but it did.” 


“light duty cooking market” 
could develop. 

So, in 1933 Alva Smith brought out 
the first Nesco Roaster (a larger cas- 
serole with a removable well). By 
1934 the device had more than doubled 
in size. In 1936 he improved it by add- 
ing a thermostat, and an auxiliary to 
the electric range was on the high road 
to success, with sales jumping in four 
years from $75,000 to $1,000,000. 

That it is smart to be a good in- 
ventor is evidenced by the fact that 
Alva Smith today has a 16 ton sailing 
yacht, the “Dominion,” spends his 
week-ends sailing on Lake Michigan 
with his wife and daughter, Virginia, 
and has about 40 patents to his credit 
—about half of them electrical. 


which he 
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The Square Roaster 


interview With D. L. Hadley, Westinghouse 














One of the early model Westinghouse square roasters. 


HE early type of enameled roast- 

ing pan was usually round or ellip- 
tical, When the idea of electrifying 
this device was first conceived it was 
only natural that electrical engineers 
should simply take the existing roasters 
and wrap a heating element around 
them, plus some insulation and a ther- 
mostat and there was your electric 
roaster. 

Naturally as competition increased 
other means of stimulating sales were 
sought and it occurred to me that there 
was no particular reason why these 


roasters should retain their original 
outline except for a matter of tradition. 
By going to a rectangular shape, the 
capacity was increased by roughly 25 
percent without taking up any more 
storage space in cabinets when you 
consider the overall length, width and 
height. 

The rapid increase in sales very 
quickly proved that this thinking 
was correct and within two years the 
socalled oval roaster had almost dis- 
appeared from the market except in 
some of the lower priced models. 


High Frequency Cooking 


“Inside out" cooking — a ghost 
which haunts the range industry 


N O history of the evolution of the 


electric range would be com- 
plete without looking squarely in the 
face one of the Sunday supplement 
angles of the business. 

Readers of the amazing story maga- 
zines are always running into stories 
about how something marvelous—high 
frequency current or radio rays—are 
going to knock conventional methods 
of preparing food into a cocked hat. 
Just around the corner is a revolution- 
ary system that will turn a 5-pound 
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roast out of the oven in ten minutes or 
permit the getting of a meal while the 
housewife is powdering her nose. 

All but one of the experts inter- 
viewed were amused at the idea; but 
on a you-pay-the-money-and-you-take- 
your-choice basis, we present both 
views. 


Against the idea 


An off-the-record talk with several 
engineers in the field who have played 
around with it does not indicate that 


anything radical is coming out of high 
frequency cooking judged by what they 
know to date. Food preparation is a 
series of chemical reactions which take 
place in sequence and can be compared 
by pushing one domino against the 
other until the whole row falls over. 
Quick cooking by high frequency up- 
sets this sequence and the results are 
not all so good. For example, in cook- 
ing by high frequency some common 
foods will not work out. Ham cooked 
very well. Other foods such as pork 
chops would not cook by means of this 
process because the bone cooked more 
than the meat on the chop and gave 
off a bad odor. These basic problems 
may yet be solved, but the present out- 
look is not so promising. Furthermore, 
the process is relatively expensive, and 
a lot of the equipment used is awkward 
for the housewife. 

However, the inherent advantages 
of high frequency heating appear use- 
ful for application in many specialized 
tields like cooking precooked ham, or 
dehydrating foodstuffs. 

An eastern bakery not long ago tried 
to produce a crustless loaf of bread for 
use in making sandwiches. The prod- 
uct was given up on account of the 
high cost. Cooks estimate that prepara- 
tion of food will not be greatly speeded 
up by high frequency current except 
for the saving in time it takes for heat 
to penetrate to the interior of a roast 
from the outside. 


For the principle 


The baking of bread is now a prac- 
tical possibility, says this engineer, 
using the radio frequency heating tech- 


nique. The major difference between 
the ordinary product and the latter is 
that the center of the latter is cooked 
before the outside. This raises an in- 
teresting corollary . . . we might have 
the crust on the center rather than on 
the ouside edges. This has been over- 
come by completely cooking the dough 
internally and then subjecting the outer 
parts... to the effect of infra-red 
light rays. This browning process is 
one to fool the housewife into thinking 
she has the same product as she did 
formerly. 


Steaks Done in Reverse 


In the cooking of a steak, for ex- 
ample, we run into the situation of 
having a steak well done on the inside 
and blood rare on the surface. . . . The 
instantaneous nature of the penetration 
of radio frequency waves . . . is such 
as to preserve and maintain excellent 
taste qualities which are sometimes 
“cooked out” . . . 

You must bear in mind that the heat- 
ing of food products by dielectric high 
frequency energy is different from the 
heating of food products by . . . induc- 
tion heating. This is done by induction 
currents and not by radio frequency 
penetration. 


As to the practical application of 
making a usable home product. . . to 
summarize: baking bread and dehy- 
drating foods is a practical present 
operation; cooking a steak is somewhat 
awkward; doing general household 
cooking is undeveloped when using the 
radio frequency field of force as a 
source of heat energy. 











One of the late pre-war models of Swartz 
baugh's Everhot roaster. 





Swartzhbaugh on 
Electric Cookers 


66 UR first electric cooker was 
simply the old fireless cooker 
with a hot plate installed at the bottom 
of the well,” writes J. B. Swartzbaugh 
of the Swartzbaugh Mfg. Co., Toledo. 
“The first automatic control for this 
electric cooker was of the sylphon type. 
The steam generated in the food, passed 
over the sylphon, and expanded the 
bellows so that a switch was operated. 
In 1926 the Swartzbaugh Manufac- 
turing Co. brought out the bucket type 
electric cooker. This was a portable 
device with a self contained element 
surrounded by insulating material. It 
was from this beginning that the elec- 
tric roaster originated, although the 
Swartzbaugh Company did not build 
the first electric roaster.” 
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With limited appliance production in the days 
following the peace, dealers should be given the 
opportunity to prove that they can fully serve 














appliance markets. 


By JOYCE STEDMAN, 


Merchandise Manager, Pennsylvania 
Power & Light Co. 


WO-AND-ONE-HALF years 

after America was thrown into 

a global war, against its will, 
the United Nations, largely because of 
the productive strength of America, 
can see complete victory on the 
horizon. 

With that victory will come new 
challenges which will require the con- 
tinued strength of American produc- 
tivity and selling ability to re-estab- 
lish and increase American prosperity 
and peace-time living standards. 


Electric Industry's Job 


It is agreed that the electric appli- 
ance manufacturing and distribution 
industry has a major role in this job. 

In its devotion to the accomplish- 
ment of quickest possible victory, 
market development and selling func- 
tions in this industry have been almost 
entirely eliminated. 

The high rate of production for war 
purposes has created abnormal levels 
in employment, use of raw materials 
and natural resources and the consump- 
tion of electric power. With the ces- 
sation of hostilities, the electric utility 
industry in common with all American 
industry, must find the answer to quick 
production reconversion and market 
development, provide its full share of 
continued high employment, and main- 
tain a high level of business activity. 

Thousands of returning military 
personnel can be employed in produc- 
tive capacities in electric appliance 
market development. Better sales 
organizations will be possible through 
the employment of returning military 
personnel with broad view-point 
created by a thorough physical and 
mental training of military experience. 

Following victory in the European 
War, which is now in sight, appliance 
manufacturing, we are told, will be 
authorized at least on semi-peace time 
production levels. With the accom- 
plishment of complete victory in the 
global war, appliance manufacturing 
plants all over the nation are prepared 
to quickly convert to previously un- 
reached production levels of appliances, 
whose value is now readily acknowl- 
edged and more greatly appreciated 
through the deprivation of their 
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services during the war period. 

There is a large, almost incalculable 
demand for all types of electric appli- 
ances, and there is equally increased 
purchasing power to buy them. Na- 
tional surveys show labor-saving appli- 
ances are first on the lists of the public 
as “must haves.” 

For a period after this production 
starts to roll off the lines and through 
distribution channels to the public there 
will and should be some form of indus- 
try-administered distribution control 
to assure that no class of purchasers or 
geographical area will be favored. 

Surveys indicate the existence of 
sufficient dealers in eastern Pennsyl- 
vania who have succeeded in weather- 
ing the war and who have had sound 
experience in domestic appliance re- 
tailing, augmented by a host of new 
and capable retail outlets who already 
show that they are attracted by the 
favorable market conditions for appli- 
ances, to distribute all of the appli- 
ances which will be made available for 
the early post-war period. This period 
may last as long as two years. 


Utilities Interest In Dealers 


Every utility man should be inter- 
ested in dealers’ volume sales, consid- 
ering the need for quick recovery of 
kilowatt-hour sales when the present 
high peak of industrial loads drop off 
as industrial reconversion to peace- 
time production takes place. Sound 
dealer coordination suggests the wis- 
dom of allowing the dealers to “skim 
the cream” of the immediate post-war 
market, but encourage dealers to hus- 
band their profits toward the day when 
the “going” will become rougher and 
when profitable sales volume will re- 
quire additional sales resources and 
working capital. A good portion of 
the “cream” can well be invested in 
location and store improvement, de- 
velopment of full-line merchandising 
and adequate back-up of mechanical 
service facilities. Some can be used to 
procure new selling tools, such as com- 
plete electric kitchen displays, modern 
lighting installations, modern record 
keeping systems, and, above all, to 
secure and train enough good sales 
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In the Immediate Post-War Period 


What Should Be Utility Merchandising Policy? 


personnel. Dealers should recognize 
that such investment will pay its real 
dividends in the years following the 
‘sellers’ market” when buyers will be 
scarcer and will select the dealer to 
trade with on the basis of reputation 
and completeness of service. 


The Dealer's Opportunity 


The post-war period, under this 
plan, provides dealers the opportunity 
some have so often expressed individu- 
ally and through their associations, to 
prove that the developrhent of the 
appliance markets does not require 
active appliance merchandising by 
utility companies. 

Any utility in discharging its re- 
sponsibility to its customers and its 
own business progress, should engage 
in the actual selling of equipment when 
and where such a policy will increase 
or speed-up saturation of “Better Liv- 
ing” appliances, and improve sales and 
revenue of the utility, or when cus- 
tomers frequently express a_prefer- 
ence to buy from the utility because 
other retailers in whom they have 
equal confidence are not to be found. 

Like the dealer, in the early post-war 
period in which appliance demand will 
exceed supply, the utility is provided 
an opportunity it should not miss to 
plan and build its promotional program 


and organization and improve and 
sharpen its selling tools for the period 
when such better selling tools will be 
required to continue maximum load 
and revenue increases. 

To re-engage in merchandising im- 
mediately upon conclusion of the war 
will demand time of utility men which 
may be difficult to justify if such action 
distracts attention from over all sales 
promotional planning and does not im- 
prove service to customers or add 
additional load and revenues to utility 
lines, 


The Utilities Position 


Where conditions are similar to 
those presented here, it may be wise 
for the utility to use the reconversion 
and that part of the post-war period in 
which demand exceeds supply to try out 
the idea, with a frank statement to all 
manufacturers, distributors and re- 
tailers that whenever or wherever it 
becomes apparent that sufficient cover- 
age and effective sales development 
work is not being secured through other 
retail outlets, or where customer pref- 
erence requires that the utility sell 
merchandise as well as the service 
which enables the appliance to perform, 
the utility will immediately engage in 
cooperative, promotional merchandis- 
ing. 








SAN DIEGO'S POSITION 


T the spring conference of the Bureau of Radio and Electrical Appliances 
of San Diego, A. E. Holloway. vice-president of the San Diego Gas & 
Electric Co., made the first public announcement of the intentions of his 








company as to the resumption of appliance merchandising. In substance, the 
company does not intend to resume conventional appliance selling so long 
as dealers aggressively promote sales and adequately stress quality in their 
operations. Said Mr. Holloway, in part: 


\\T have been asked by several dealers and jobbers what our company’s 

position will be in reference to merchandising during this period (two. 
three years after the war). Our company has never been interested in mer- 
chandising appliances for any profit direct from the merchandising business. 
We have been interested only from a load-building angle and in attempting 
to act as a stabilizer to the appliance business. We have been in and out 
of the appliance business twice since 1910. We entered the business the last 
time to stabilize it. The appliance business had gone to pot on acount of 
price cutting, lack of dealer co-operation, and lack of promotion and adver- 
tising effort. This resulted in a particularly poor quality of appliances being 
marketed due to price competition. I believe we succeeded in bringing about a 
much better relation between dealers, better equipment, and less price cutting. 
I know we succeeded in building up the promotional and advertising effort 
put forth by the industry. 


\\ JES you know. we discontinued merchandising in 1942 as soon as the 

manufacturing of appliances was stopped. As it is our opinion that it will 
be three to four years before the supply of merchandise will exceed the 
demand, we can see no need for our company entering the merchandising 
field again, at least within that period. 


Ww OWEVER, there may be some new gadget or certain territories which 
will not pay the dealer to develop and in such case our company may 


see fit to again merchandise a particular piece of equipment or in a par- 
ticular territory.” 
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Every General Electric appliance sold before the 
war carried with it the seed of future sales. 


Year after year these General Electric appliances 
have been running smoothly and efficiently. Often 
they’ve lasted far longer than anyone could have 
predicted. 


Take refrigerators, for instance. Every General 
Electric refrigerator covered in a recent 
checkup was still running! And 92.1% were 
in excellent condition! 


From this seed of satisfactory performance there 
is growing a vast consumer acceptance for General 
Electric products . . . a huge demand for more of 
these products. 


This is the crop that will be ready for harvesting 
by the dealer who sells General Electric appliances 
after the war. 


Here’s proof! 


In a recent independent survey homeowners were 
asked to indicate what brand of appliances they 


plan to buy when the war ends. 


Eight appliances—washing machines, vacuum 


ithe Crop Comes In 


cleaners, refrigerators, irons, toasters, ranges, clocks, 
and ironers—were covered in this survey. And 
General Electric was the most frequent choice 
for six out of eight of those appliances! 


These will be your sales prospects when you 
link your name with General Electric. The reputa- 
tion of General Electric appliances, plus the repu- 
tation of your store, will make a combination that 
will be hard to beat in the competitive days ahead. 
General Electric Appliance and Merchandise Department, 
Bridgeport, Conn. 





General Electric is working night and day to speed 
the attack. 


You can help, too, by buying and holding more 
War Bonds than before. 





“Everything Electrical for After-Victory Homes” 


GENERAL @ ELECTRIC 
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TUNE IN: “The G-E All-Girl Orchestra,” Sunday 10 P. M., E. W. T., NBC—“The World Today”’ news, every weekday, 6:45 P.M., E.W.T., CBS. 
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Here's « display that works in radio, records, sinks, radio record player, electric range and refrigerator, as well as juicer and 
coffee maker. What will set the women squealing are the nested carnival stools, all brightly colored. 
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A display of this sort is a sure stopper 
for men, because the workshop is right 


off from the range. The idea is a dandy. 


2p mee rs on ew 
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KITCHEN IDEAS forlF 


Setups designed by Armstrong Cork Co. for lino- 
leum in kitchens permit showings of associated 
merchandise in surroundings that appeal to women. 


HEN the epidemic of remodel- 
W ize stores bursts upon the 

scene, in 194x, we'll lay our 
money on the belief that a lot of cor- 
ners are going to be made to look like 
kitchens. 

It makes sense to a housewife to see 
an electric range displayed with the 
articles she is accustomed to using 
around it—is far more attractive than 
a serried row of snow white ranges 
alone. It has also been realized that a 
clever display of articles used with a 
range tempts a shopper to buy more 
than a range, while someore merely 
looking for gadgets may be led into 
considering something bigger. 

The trend, therefore, favors those 
little cubicles open at one end in which 
may be shown,all manner of items in 
natural, homelike settings. The appli- 
ance business is borrowing from the 
furniture store. 

Because Hazel Dell Brown of the 
Armstrong Cork Co. has given the 
kitchens she has designed the extra 
fillip of cleverness as well as beauty. 
ELECTRICAL MERCHANDISING repro- 
duces a group of her rooms as an at- 
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tractive guide for dealers now taking 
notes for future remodeling. 

Many readers of women’s magazines 
think of Hazel Dell Brown kitchens as 
being real. They are not. They are 
set up simply like Hollywood scenes 
for the camera, photographed, then 
torn down. They are open at one end 
exactly as a dealer’s display would be, 
and lend themselves ideally for adap- 
tation for this purpose. Furthermore, 
any dealer can get specific details on 
how to put them together from Arm- 


strong. 


Plans Not Difficult 


They are not difficult. 
Pennsylvania Dutch town of Lan- 
caster, Hazel Dell Brown’ works 
largely with materials she can pick up 
locally. She buys her curtain material 
from vard good counters and runs them 
up herself. A great many of the items 
shown are picked up locally. Lancaster 
carpenters make the special items of 
furniture she thinks up. All of this 
can be copied almost anywhere. No 
bizarre New York antique shop needs 


In the quaint, 





be drawn on for a Hazel Dell Brown 
design. She has no staff of interior 
decorators to draw upon. 

Moreover, each kitchen has some 
clever idea which makes the women 
viewing it squeal with glee and desire 
to copy it. From a dealers point of 
view it associates merchandise rarely 
brought together. 

“T was born north of Indianapolis, 
and as a child played alone a great 
deal,” she told ELtecrricaL MERCHAN- 
pisiInc. “This solitary amusement led 
me to constructing a great many things 
with my hands, and I believe that this 
is how I learned to build things as I 
do. Then I taught art in the Indianap- 
olis schools. You can see reflected in 
any of these Armstrong kitchens the 
practical things that ordinary people 
appreciate and find useful.” 

It is the originality and usefulness 
of the designs which makes women 
want to copy them. And it is this 
feature which President H. W. Pren- 
tice, Jr. of the Armstrong Cork Co. has 
encouraged. So here are some ex- 
amples, and dealers have the Arm- 
strong blessing in copying them. 
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There is no need of the laundry being 
@ below-stairs dungeon type any more. 
This display features both laundry equip- 
ment and sewing machine, which most 
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r to facilitate display of a lot of tools, Judging by what we see running around there is going to be a big demand for this type of kitchen after the war. Any 
t things that interest everybody but can woman who does her own work and has a baby hanging on her skirts will be enthusiastic over this sort of a display. The big 
1. rarely be worked into such an ensemble. news, of course, is the combination play pen and breakfast corner, 


Future Store Displays 


Photos courtesy of Armstreng Cerk Co. 
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’- tad . 
Now that splash and drip are beginning to vanish from the laundry, there is no good reason why women shouldn't combine 
laundries with kitchens. At any rate, this display gives a good chance to show both types of equipment in one handy, com- 


dealers of the future will carry. The eye- 
catcher of the women customers is going 


ry equip to be that delightful little door with pact space. In the photograph is shown a GE stove and refrigerator, a Bendix home laundry, and a Cory coffee brewer. 
ich most spools of thread carried behind it. 
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A set of recommendations drawn up by 
the Planning Committee and adopted by 
the Bureau of Radio and Electrical Ap- 
pliances which seeks to eliminate prewar 
evils and lay a foundation for fair com- 
petition in appliance distribution. 


MANUFACTURER-DISTRIBUTOR 
RESPONSIBILITIES 


Manufacturers and distributors are 
urged to carefully study both the local 
market possibilities and the present 
Dealer coverage in our territory before 
considering the franchising of addi- 
tional outlets. With the prospect of 
but limited appliance production to 
begin with, it is unlikely that existing 
dealers will be able to secure all the 
stock they need. Therefore it seems 
reasonable to urge limitation of new 
outlets until all those who have re- 
mained in business are properly sup- 
plied. 

If new outlets appear necessary, after 
a study of the existing dealer structure 
(our mortality has been less than 15 
percent), manufacturers or distributors 
are urged wherever possible to’ fran- 
chise some firm which is already in 
business and may have been engaged 
to some extent in appliance selling or 
servicing, rather than to encourage’ the 
establishment of an entirely new busi- 
ness in the community. It should be 
the established policy to so encourage 
and strengthen the dealers who have 
remained, as to insure even a more 
substantial type of appliance represen- 
tation that existed before the war. 

Manufacturers and distributors are 
urged to look for the following quali- 
ties in re-establishing appliance fran- 
chises or in setting up new accounts: 
Financial soundness, background or 
aptitude necessary to success in appli- 
ance selling, willingness to maintain 
adequate stocks and displays, and gen- 
eral business integrity. 


Manufacturer's Guarantees 


In that guarantee and warranty 
policies of manufacturers must be ad- 
ministered by distributors and dealers, 
it should be their privilege to recom- 
mend any changes they deem neces- 
sary in keeping with sound business 
principles. Following are such recom- 
mendations : 


All manufacturers guarantee and warranty 
policies are obscure and misleading to the 
purchaser who generally fails to read the 
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“fine print’ and thus misinterprets what is 
represented. Clarification of such wording 
is strongly urged to insure a full understand- 
ing by the purchaser of the /imitations of 
these policies. If this is done, the dealer 
will have a better opportunity to collect for 
services the purchaser now thinks were in- 
cluded, but which actually were not covered 
in the guarantee or warranty. 

Limitation of the dealer's liability in con- 
nection with major appliance guarantee is 
recommended. This seems particularly ad- 
visable in connection with the five year 
Refrigerator Warranty plan. We do not be- 
lieve it is necessary to guarantee a refriger- 
ator for longer than one year. If manufac- 
turers insist upon this policy, some financial 
arrangement should be worked out whereby 
the dealer is properly remunerated for any 
calls or service he must make to back up the 
Manufacturers representations. 


Recognizing that the dealer is the 
most important cog in the program of 
maintaining customers appliances, it 
is recommended that manufacturers 
and distributors franchise only those 
firms who either maintain adequate 
servicing facilities themselves, or who 
have arranged for such adequate serv- 
ice, otherwise. 

In the past, many manufacturers 
and distributors have not been greatly 
concerned in seeing that established 
prices were maintainéd by their deal- 
ers. In the belief that these agencies 
should be concerned, it is strongly 
recommended that a uniform policy be 
adopted by all manufacturers and dis- 
tributors in demanding strict adher- 
ence by their dealers to the established 
prices of their products. 


TRADE DIVERSION EVILS AND . 
THE NEED FOR CORRECTION 


The Cooperative of both the con- 
sumer and production-for-use type 
presents a rapidly growing threat to 
legitimate appliance retailing as well 
as to many other businesses. This is 
true in our own territory where five 
such organizations are already estab- 
lished through which members may 
purchase appliances and other such 


equipment virtually at cost. 
is now under way to organize strictly 
Consumer cooperatives within the City 
of San Diego, in addition to the five 
already mentioned which are largely 
of the production-for-use type. 


Agitation 


Cooperatives which enable their 
members to purchase appliances and 
other commodities direct, in com- 
petition with private business are able 
to do so because (1) they largely 
escape taxes (2) do no advertising, 
and (3) do no research work to speak 
of. Their continued growth constitutes 
a definite threat toward individual 
initiative and could eventually lead to 
State Socialism. 

Manufacturers and distributors are 
urged to refrain insofar as possible 
from granting franchises to coopera- 
tives which offer competition by way 
of price concessions, or rebates which 
constitute a discount. It is hoped that 
legislation to combat this threat 
against private enterprise might be 
brought to bear in checking the co- 
operative movement, but an intelligent 
presentation of the facts to the public 
gives promise of the only real avenue 
to relief. 

Recognizing that cut price competi- 
tion of any type is injurious to every- 
one, that it hurts the customer and 
retailer in the long run just as much 
as it does the manufacturer and dis- 
tributor, it is recommended that profits 
be protected by placing all appliances 
under “Fair Trade Contracts” wher- 
ever possible. 


Wholesale Selling 


Industrial selling, or the “I can get 
it wholesale for you” racket has been 
outlawed by trade diversion laws in 
nine states. Recognizing that “indus- 
trial selling” and the selling by the 
“discount” specialist result in diverting 
trade from established retail channels, 
it is recommended that we align our- 
selves with other trade groups and do 
all in our power to hasten passage of 
the “California Trade Diversion Law,” 
Assembly Bill No. 1353. Pending the 
next meeting of the Legislature, man- 
ufacturers doing business in our terri- 


tory are urged to declare themselves 
now as to their intentions toward in- 
dustrial buying or the selling to “dis- 
count” houses, so that legitimate deal- 
ers may guide themselves in establish- 
ing sound product connections. 

Appliance selling through commis- 
sary, post exchange, and ship’s service 
is recognized as a long-standing com- 
munity problem which probably cannot 
be eliminated. Some uniform policy is 
therefore urged for handling given 
sales through these agengies to the 
end that if discounts are necessary, they 
be kept at a minimum which is fair to 
the agencies concerned. 

Distributors who allow unauthorized 
individuals to purchase appliances 
“over the counter” are endangering 
price maintenance. Recognizing that 
the matter of “who is entitled to a dis- 
count” is one for Distributors them- 
selves to determine, it is strongly 
recommended that in the interest of all 
Dealers, wholesalers should establish 
and maintain a uniform sales policy 
with regard to “over the counter” 
selling. 


Surplus Government Materials 


It is strongly recommended that the 
electrical industry as a whole should 
do all in its power to urge the govern- 
ment to establish and maintain as a 
policy, the present tendency to dispose 
of surplus materials insofar as possible, 
through legitimate channels, rather 
than allowing such surplus materials 
or supplies to get into the hands of 
speculators. In anticipation of the ulti- 
mate release of surplus appliances, it is 
urged that they be disposed of only 
through regular established industry 
channels. 


FORMER DEALER PRACTICES 
THAT NEED CORRECTION 


The following discount policies are 
recommended: (1) no cash discount 
should be allowed. (2) No premiums 
of any type, including trading stamps 
which are a form of discount, should 

(Please turn to page 46) 











branches of the industry. 





* REAL POST-WAR PLANNING 


In many sections of the country determined efforts are being made 
by local groups and associations within the electrical industry to 
bring about a truly cooperative and fair atmosphere under which — 
post-war appliance merchandising may be conducted. Elimination 
of many of the abuses which plaqued the industry in pre-war days 
is being earnestly sought and the foundations laid for profitable 
distribution. In the July issue of ELECTRICAL MERCHANDISING, 
we published the recommendations of the Minnesota Electrical Coun- 
cil concerning post-war appliance marketing, which looked toward 
the establishment of fair trading practices for all branches of the 
industry. In the following article, the recommendations of Planning 
Committee of the Bureau of Radio and Electrical Appliances of 
San Diego are set forth. The minutes of the Bureau's spring confer- 
ence, at which the following report was read and adopted, remarks 
that the plan should not be regarded as complete or final but as a 
“progress report", subject to addition or revision as the problems 
of impending return to merchandising warrant. It is hoped, they 
said, that the report can be put into effect through education 
rather than compulsion. Dealing, as these reports do, with the ills 
which beset the trade in the pre-war era, it is to be hoped that 
their considered conclusions will be given careful study by all 
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Off for Home, 


with loaded cars 


Ca 


== 


a) Ecanu pz, cag 
STIX se 
Satsss...c.of 


al 





: Saturday afternoon. Up and down Main Street, farmers’ families are stowing bundles and 
: packages in their cars— wondering where they themselves will find room to sit. Mother and 
Sis have visited shop after shop for armfuls of items they’ve talked about all week. Dad’s 
been to the hardware and feed stores and had a long talk with his electrical appliance dealer. 





, | A big part of those carloads consists of things that rural people have read about in FARM 
‘ JOURNAL, and bought from dealers who feature FARM JOURNAL advertised products. Most 
a 

e of the electrical equipment they are planning on will be bought the same way. 

e, 

. Rural Americans have the biggest income in their rural dollars half way. Use FARM JOURNAL as 
of history. They are spending a large part of those your guide to the lines and items it pays to stock and 
t extra billions for things they can get today—in- show. FARM JOURNAL is read by over 2,500,000 
ly vesting another large part in war bonds which rural families. It is America’s largest rural maga- 
ry assure their spending power tomorrow. Meet those zine—and the strongest in sales influence. 


These are the products in your line 
advertised in current issues of 
the FARM JOURNAL. Display them. 


Of the FIRST FOUR 
ONLY ONE covers 
the rural market 


ire 
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Ips ARMCO STEELS PARMAK ELECTRIC FENCER 
” BRIGHT STAR FLASHLIGHT PHILCO PRODUCTS 
BATTERIES RCA PRODUCTS 
am DEEPFREEZE REPUBLIC STEEL 
EVEREADY FLASHLIGHT BATTERIES SPEED QUEEN ELECTRIC WASHERS 
FRIGIDAIRE U. S. STEEL 
GENERAL ELECTRIC WESTINGHOUSE PRODUCTS 
NORGE ZENITH RADIOS 








Successful merchandising is based on facts. Write today and have us tell you how many 
FARM JOURNAL subscribers live in your own county. In two out of three U.S. counties 


(practically all but the metropolitan areas) the FARM JOURNAL has more readers than Life, 
The Saturday Evening Post, or Collier’s, 





GRAHAM PATTERSON, Publisher Washington Square, PHILADELPHIA 5 


JOURNAL 
ann “Farmers Wife . 
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BUT THAT'S ONLY 


HALF re story... 


LISTEN TO THIS...! 


aSeNESS TODA Y 








@ Recently appearing ABC advertisements have been giving 
you a bit of a preview of the ultra-modern washer miracle 
that’s coming to you and your customers, in the great new 
ABC-O-MATIC that’s coming...come Victory. 

In sober truth, ABC-O-MATIC will be the hottest selling 
sensation you've ever seen on your sales floor—with features 


so advanced it will be the most sought-after washer in the 





PERFECTION THAT ASC 
PRECISION WILL BUILD 


- You know how ABC led the field with its 35-year 
| long list of washer and ironer “firsts” before ABC 
plants went all-out for war production. Precision 
craftsmanship became an ABC tradition. 

You remember, too, what this precision craftsman- 


ship meant. For instance, the enthusiastically received 





ABC Triple-Action Ironer, with its continuous rotary 
ironing, its stationary pressing, and the exclusive 
ABC shirt-ironing action by the unique to-and-fro 
roll action which duplicates automatically the ironing 


performed with a hand iron. 





Lessons we've learned during war production will 
mean even finer precision craftsmanship in every 
ABC product that’s coming as surely as a victorious 
peace...precision built ABC washers and ironers 
that millions of women are waiting to buy. 

A lot of those women will be heading for your 
store. Why not start planning for that time right now. 


Your inguiry is cordially invited. 








BROS. 


VASHERS AND 


ALTORFER 


COMING...AN EVEN GREATER ABC IRONER... 
| DEDICATED TO THE PROPOSITION THAT TWO 
SALES PER CUSTOMER ARE BETTER THAN ONE! 


COMPANY 


IRONERS 






world. This is a promise and a pledge you'll profit from. 
But even laundry that comes dazzling bright from the new 
ABC-O-MATIC will still be laundry that must be /roned. 


And to do that ironing for Mrs. America more speedily and 


effortlessly than troning has ever been done before, there'll 
be a new and greater ABC Ironer! Every ABC-O-MATIC 


sale will be a wide-open ABC Ironer sale! 












































ABC TRIPLE-ACTION IRONER ... This is the ironer that gave the world 
a new concept of how automatic and effortless every housewife’s ironing 


jobs should be. Expect even MORE when ABC gets back into production! 





WASHERS AND IRONERS 


° PEORIA, 








ILLINOIS 


TOMORROW 























AUTOMATIC 


WASHERS 


Made in Newton, lowa Since 1908 by 
AUTOMATIC WASHER COMPANY 
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San Diego Looks Ahead 





be allowed. (3) No discount should 
be given to any person for any reason, 
except purchasers of multiple units 
should be allowed a discount for the 
reason that ordinarily the expenses con- 
nected with such a transaction are less 
than the proportionate expense on 
sales of single units. Rate of discount 
to be determined later. 

In recognition of the practice of 
some firms of considering a 90-day 
account as a “cash sales” while others 
have charged interest on such transac- 
tions, it is recommended that all Deal- 
ers unite on some uniform policy in 
connection with such accounts. 


Trade-In Allowances 


Trade-in allowances, if inflated, 
amount to giving a discount. There- 
fore the following procedure is recom- 


| mended as a uniform policy: (1) 
| All trade-in allowances should be based 


on the market resale value of the appli- 
ance in question, less cost of recondi- 
tioning if any, total overhead connected 
with its sale, and a fair net profit to the 
dealer. (2) While it is recommended 
that no trade-in allowances be made on 
merchandise other than the type being 
sold, it is recognized that this policy 
cannot be made uniform; therefore if 
such transactions are made, it is recom- 
mended that the same formula for 
allowances as set forth in the pre- 
ceding point, be used. (3) Recogniz- 
ing that a practice of guaranteeing a 
definite trade-in amount on the pur- 
chase of an electric refrigerator has 
developed in the present sale of ice 
boxes, it is strongly recommended that 
this practice be discontinued as not 
being in the interest of sound business 
operations. 

While term selling is controlled by 


| regulation W it would appear some- 
| what futile to establish term selling 


recommendations. But it is strongly 
urged that when and if this regulation 
is revoked, reasonable, uniform policies 
in keeping with the overall economic 
situation at the time be uniformly 
adopted. 


Appliance Advertising 


Advertising of appliances should be 
consistent with merchandising policies. 
Therefore the following recommenda- 
tions are urged as uniform procedure 
in this territory: 


No misleading statements should be in- 
cluded in connection with any appliance ad- 
vertising copy; if such instances should 
occur, the efforts of our Bureau should be 
directed as in the past to the closest co- 
operation with the Better Business Bureau 
in its efforts to eliminate unethical and mis- 
leading advertising. (2) Advertising of 
trade-in allowances should be general in 
wording and never specific in amount, nor 
should a trade-in allowance be included in 
the net sale price of the advertised mer- 
chandise. Examples of approved statement 
would be "Liberal trade-in allowance"; ex- 
amples of unapproved statement, $5.00 for 


your old ——", or “Sale Price dollars 


and your old ——", 
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Competition between stores of the 
same class as to percentage or amount 
of compensation for appliance salesmen 
is recognized as a practice which could 
lead to labor piracy and to unwarranted 
selling expense. It is therefore urged 
that additional study be given to this 
problem with a view to working our 
recommended compensation programs 
which might be reasonably uniform for 
appliance Dealers of similar classifi- 
cations. 


APPLIANCE SERVICE POLICIES 


Recognizing the need of establishing 
policies and practices which might con- 
tribute toward the goal of making 
appliance service “pay its own way” 
at all times, the following recommenda- 
tions are made: (1) That only effi- 
cient technical men be employed. (2) 
That a listed charge for each item or 
service be established, with regular 
profit on parts comparable to national 
custom, such as “Radio Men’s Service 
Schedule” for radio service. (3) That 
outside service charges be set to include 
time away from the store, plus a uni- 
form car allowance. (4) That a regu- 
lar charge be made for all estimates 
given, away from the place of business; 
amount to be credited if work awarded, 
(5) That the service department be 
credited at 10 percent above cost for 
all maintenance work performed, other 
than retail service. 


Free Service 


One of the chief causes preventing 
service from paying its own way, is 
the giving of free service beyond the 
committments established by the guar- 
anty or warranty. Therefore it is 
recommended that: (1) Free service 
should be limited to 30 days beyond 
actual committment established by the 
guaranty or warranty. (2) That a 
special uniform dealer guaranty be 
adopted, which would be signed in 
duplicate by the dealer and accepted 
by the customer as definitely limiting 
free service beyond the period stated. 

While it is difficult to make uniform 
recommendations as to the scale of pay- 
ment for various types of service per- 
sonnel, and to establish any uniform 
schedule for car allowances, the fol- 
lowing general policy is recommended: 
That the schedule of payment for effi- 
cient technical service men should be 
approximately one-half of the services 
charges, plus car allowances charged 
the customer. 

In recognition of the impending 
problem of some day having many im- 
properly trained or qualified men at- 
tempting to enter the appliance service 
field, it is recommended that study be 
given now to the problem of establish- 
ing some sort of control of service per- 
sonnel to the end that the public might 
be protected as fully as possible against 
the hazards of unskilled, improperly 
equipped personnel who may attempt to 
do service work in the appliance field. 
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8 POLKA TIME RECORDS 


Mother Goose Polka . Victory Polka 
Ruby Polka . Saturday Night Polka 
Pennsylvania Polka ° Helena Polka 
Clarinet Polka . Blackberry Polka 


NOt Peeards 


SONORA RADIO & TELEVISION CORP. 
325 N. Hoyne Ave. + Chicago 12, Illinois 


RADIOS * PHONOGRAPHS + RADIO-PHONOGRAPHS 
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A new album 

of polka music with 
Stanislaw Mroczek and 
his Orchestra 


Ask the kids in your community 
—they’ll tell you how this exciting 
old-world rhythm has swept the 
country like an epidemic. Polka music 
is that infectious. 


It fascinates young and old alike. And 
here is SONORA, out in front again, with a 
collection of Polka tunes that will make 
sweet music on your cash register. 


Waving the baton is that master of Polka 
rhythm, Stanislaw Mroczek. Add the 
brilliant bell-like quality of tone 

that is strictly SONORA’S own and you have 
a combination that means good listening, 
good dancing, GOOD SELLING! 


The Polka Time Album is a brilliant 
addition to the fast-moving Series E of 
“Melodies That Will Live Forever,” 

now being released by SONORA, 

and nationally advertised in a big list of 
potent publications. Be sure to 

get the complete line of SONORA Albums 
from your SONORA Record Jobber. 


oe 


¢« RECORDS * RADIO-PHONO-RECORDERS 
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Learn to Understand : 


Sewing Mach 


TANLEY RESOR, one of Amer- 
ica’s great advertising writers, 
once pointed out that people buy 

things as a means to an end. “They 
purchase soap, not for soap’s sake,”’ 
he said, “but as a means of getting 
clean.” 

Sewing machines, in similar fashion, 
are bought with the idea of making 
clothes. In fact, they are used for even 
more than that in the home, being ex- 
pected to play a part in everything 
from mending to making curtains. 
Jean Warren, clothing specialist for 
U. S. Department of Agriculture, gives 
the following uses of sewing machines 
as reported by families: 


75.5 percent do alterations 


62.9 * make housedresses 

61.6 “make their window dra- 
peries 

56.7 "make glass curtains 

47.7 "make lingerie 

38.7 “make afternoon dresses 

35.5 "make street clothes 

32.8 "make children's clothes 

30.9 "make daughter's clothes 

28.9 "make negligees 

25.3 “make furniture covers 

21.8 "do mending 

14,2 "make evening clothes 

38.8 "have other uses 

62.9 “women sew at home because 
of economy 

34.7 "sew at home because of fit- 
ting trouble 

30.9 "make their own clothes to 
get individuality 

11.8 "sew at home for reasons of 
style. 


The need for sewing machines seems 
to be ever present as evidenced by the 
easiness with which sales are made 
throughout the year. While statistics 
on sewing machine sales are not com- 
plete, one authority reports to ELeEc- 
TRICAL MERCHANDISING that the vol- 
ume spreads itself over the 12 months 
of the year in this fashion: 


demuary .... 6 % July ..... 51/2% 
February ... 72% August .... 10 % 
March .... %2%  September.. 9 % 
RO as-<ns M,% October... 10 % 
ae 7 %  November.. 9 % 
dune ...... 62% December... 14 % 


The trick in selling sewing machines, 
explained the expert, is to master the 
mechanics upon which a machine 
works, and to learn thoroughly the va- 
rious attachments that perform the 
various extra tasks. For a sewing ma- 
chine does many things besides plain 
sewing, and additional gadgets are 
required to perform the whole task. 
As a means of showing what women 
do on their machines, and what attach- 
ments are needed to perform the work, 
we show herewith a number of items 
that won prizes in a recent contest, and 
the gadgets that turn the trick. 
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Show women how the machinery 
is made to work, and they will 
take care of the dressmaking. 





The buttonhole attachment is a gadget that makes a swell demon- 
stration on a sewing machine. It sells for $9. It is shown mak- 
ing buttonholes on a playsuit made of pique, which cost $4.35 
and took 5 hours’ time. Price at retail—plenty. 





You may not know it, but this pinafore wouldn't have been what 
it is without a binder attachment which sells for 40c. The woman 
who thought up this apron took three hours to make it, and the 
material cost was only $1.10. Multiply that by five and you get 
an idea of how much she probably saved by having a machine. 





Kids’ clothes are a big item of cost in family life, and when the 
mama can turn out a child's house coat like this one, in |'/ 
hours and at a cost for rayon of only $1.45, she is pretty happy 
and the family is ahead. The quilter attachment sells for 10c. 


ine Attachments 





It took a device called a ruffler attachment, which sells for $1.50, 
to make the two lamp shades and vanity set out of crinkle 
organdy which a Philadelphia girl turned in. The cost of mate- 
rials was $3 and it took about an hour's time. These shades 
would have cost anywhere from $10 to $15 purchased retail. 


A hemmer sells for only 30c extra, but it is a handy thing to 
have around. A St. Louis girl knocked out this shirred tea apron 
out of powder puff muslin in 4 hours’ time. The cost of ma- 
terial was $1.66 and she saved money making apron at home. 








Women use a sewing machine for almost everything imaginable 
as you can guess by this sewing bag of rayon taffeta, crinolin, 
cotton wadding and satin. A Pittsburgh girl bought the material 
for $1.95, and batted it out in 3!/2 hours. The cording foot 
attachment necesary to make it cost her only 40c. 








No use showing you gentlemen a pair of panties, a pinafore and 
a hat, but this outfit made some little girl happy and the dimity 
cost her mama only $1.85 and the dress was turned out in 5!/2 
hours. The edgestitcher sells for 25c. 
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ADMIRAL RADIO 
America's Smart Set 
There'll be a completely new 
and better line of radios, too 
—built by the world's largest 
manufacturer of radio-phono- 
graphs with automatic record 
changers. 
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with the 
ou stand __ post-war ) 


~ STROMBERG- 


First, you have the firm foundation of Stromberg-Carlson’s % C AR L SO N ! T 


widely recognized pre-war superiority. The quality of its 


You know wher 








FM and AM reception. The fidelity of its phonograph re- 
production. Its pioneering in the development of television. 








mak 
But Stromberg-Carlson has already gone far beyond this— — 
and will offer you a post-war line essentially pre-tested in et 
all its aspects. — 
Pre-tested in its appeal to dealers. For an exhaustive sur- a 
vey among the trade has developed clearly the features that F 

pair 


our dealers are looking for at war’s close. 





And pre-tested in its appeal to the public. For a corre- 
spondingly widespread study of the post-war wants and 
desires of our prospects has permitted our engineers—in 
collaboration with some of the country’s leading industrial 
designers —to create a line of new Stromberg-Cz 


a? 











M and AM radios, 


; 







a receivers 








et STROMBERG-CARLSON 


ROCHESTER 3, NEW YORK 
RADIOS, TELEVISION, TELEPHONES, AND SOUND EQUIPMENT 
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Repairing Units and 
Changing Switches 


™ UNIVERSAL 
RANGES 


HIS article outlines the proper method of 

repairing standard Universal open-type units 
only, used on the older model ranges and should 
not be confused in any way with the more recent 
“Super-Speed” units. When an open unit ceases 
to operate satisfactorily the dealer should first 
make certain that it cannot be repaired to give 
further service before making a definite decision 
to replace the entire unit. In the majority of 


cases, these inoperative units can be restored to 
good working condition by merely replacing the 
coils or bricks. Very seldom you will find one of 
these units with a rim which has so badly deterior- 
ated that replacement is required. 

Following is the suggested procedure for re- 
pairing open type-type units: 





Open main line switch to range circuit. Lift unit and 
remove terminal nuts holding lead wires to terminal 
posts: (a) remove lead wires (b) Disconnect ground wire 
from unit pan. 


To Replace Coils Only 








Remove terminal post spacers and nuts. Disconnect 

unit leads from terminal posts by removing "hold 
down" nuts and washers. Straighten unit leads above 
lead-in porcelain bushings as illustrated. 
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3 Reverse unit so that coils are facing upwards. Remove 
* burned-out coils. Insert new coils by threading lead 
of each coil into brick opening. Then wind coil around 
brick and place other end at second opening in brick. Be 
sure to space coils evenly in grooves of brick. Connect 
coils to terminal posts, reversing operation as described 
for removing coils. Be sure the terminals are tightened 
securely. When ordering replacement coils be sure the 
volt-watt rating stamped on unit casing is specified. 


To Change Damaged Brick 





4 Proceed as outlined above for removing coils. 
* Straighten cotter pins with pliers as shown and 
remove. 





5 Unit brick can then be removed as illustrated. New 

* brick can now be replaced by reversing the operation 
described for removal of brick. Coils may then be installed 
according to instructions outlined with illustration No. 3. 
Be sure that terminal nuts are tightened securely. 


To Install Repaired Units 


Connect lead wires to identical markings of 
terminal posts, making certain that the white lead 
wire is connected to terminal post marked “C” 
or No. 3. Terminal nut should be tightened 
securely. 


1944 











Changing Surface 
Unit Switches 


Open main line switch to range circuit. 
The following instructions pertain to switches 
designed with friction type ‘knobs. 





8 Remove switch knobs by pulling forward. If knobs are 


* tight on shaft they can be easily removed by insert- 
ing a piece of cloth behind knob as illustrated and giving 
a slight forward pull. Do not attempt to pry off the knob 
with screw driver as this will probably damage the knob 
or the enamel on the switch panel. After all knobs have 
been removed take out the two screws holding the panel 
in place. These are located above the spindles for the 
two rear switches. The panel can now be removed. 





7 Switches are held in position on switch casing by two 

" screws located on each side of spindle. Remove 
screws holding inoperative switch. The two screws located 
at each end of casing and holding the switch casing to 
the range body should now be taken out. 


8 This will permit the casing to be pulled away from 

* the range. The inoperative switch can now be taken 
out of switch casing. Turn switch so that terminals and 
connections located on back of switch are exposed. Tag 
each lead wire with the same markings as stamped on 
switch body. Remove all connections to take out switch. 
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HERE'S HOW NORGE DEALERS 
BENEFIT FROM THIS NATIONAL 
NETWORK OF 
INDEPENDENT DISTRIBUTORS... 
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Your Norge distributor is an independent business man who knows Since 1941 there has been a 37% increase in the number of Norge 


every detail of every model of every line of Norge household distributors. No matter where you do business today, an aggressive, 


. ; ? as progressive Norge distributor (carefully selected for his ability 
appliances. And, like you, he backs his judgment with his own money. 7 ws is ‘ : 

to keep you in a sound competitive position) is your neighbor. 
Thi hi ti | interest i bl hich 
nT ae rae The sincere, helpful, profit-producing service rendered to dealers by 
he will often solve for you by his authority to make final decisions sound, seasoned Norge distributors is another reason why today so 


on the spot, cutting red tape and saving you days, even weeks. many men in the know are saying, you have a great future with Norge. 





NORGE DIVISION, BORG-WARNER CORPORATION, ‘DETROIT 26, MICHIGAN 
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The WPB has permitted limited monu- 
facture of self-starting, synchronous 
electric war alarms. See your distributor. 


Ger Reavy Now to go after your share of the electric 
clock business by selling Telechron electric clocks. 


It’s going to be BIG BUSINESS, as this WPB sur- 


vey indicates. 


You can make the most of it by stocking Telechron 
clocks. They were the most popular electric clocks sold 


before the war, and they 
You'll get Telechron cl 


will be again after victory. 


ocks as fast as we can make 


them — after we finish the war job. They will be the 


best and finest clocks that 


ean be made. 


Telechron electric clocks, true and trouble-free, will 
point the way for you to a steady, profitable and big- 


volume business. 





Electric alarm that's bound to 
be popular. 





For trustworthy, accurate 
time in the kitchen. 


------—----------7;------ 


atc. u. Ss 
WARREN 
MAKERS OF TELECHRON 
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TELECHRON COMPANY 





With strike, in rich early 
American case. 


———— eT) 





Smart, modern design in gold 
and ivory. 
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+ PAT. OFF. 


ASHLAND, MASSACHUSETTS 


ELECTRIC CLOCKS AND SYNCHRONOUS MOTORS 





The Post-War Farm 
Market m Cahforma 


Survey of present use of electrical equip- 
ment and an estimate of potential growth 


PEAKING before the Sixteenth 

Annual Rural Electric Conference 
of the California CREA, Prof. H. B. 
Walker, professor of agricultural engi- 
neering of the University of California 
discussed “Some Aspects of Post-war 
Rural Life” from the standpoint of the 
possible demands for electrical equip- 
ment which might be expected from 
California farms after the war. 

He pointed out that California has 
been enabled to meet the greatly in- 
creased demands of the war period in 
spite of reduction in farm personnel, 
largely because of the half million elec- 
tric motors, totaling more than one and 
a quarter million hp. Which are in use 
on those farms. Farm wives had been 
enabled to help in the fields and to keep 
their households running because of 
electric household equipment, including 
the fact that 75 per cent of California 
farm homes enjoy the benefits of elec- 
tric refrigeration. 


Minimum of Upkeep 


Records also show that this equip- 
ment has required a minimum of up- 
keep. During the first year of the war 
not more than 4 of one percent of these 
motors needed replacement, only 5 per- 
cent required replacement or repair of 
brushes, 1.4 percent had bearing trou- 
bles, 1.4 percent needed rewinding. 
This compares favorably with the fig- 
ure of a 10 percent or higher complete 
overhaul requirement on farm tractors, 
trucks and automobiles. 

As a result of the shifting of war re- 
quirements, California has been one of 
the states whose population has grown 
to the extent of more than 1,000,000, 
new residents since the war. In this 
period rural areas have suffered, but it 
is to be expected that following the war 
farm population will again expand. At 
the same time there will undoubtedly be 
an increase demand for products of 
California farms. This will be due to a 
number of factors: 


1. Food will be regarded as an important 
element in the establishment of interna- 
tional peace. 

2. War lessons in nutrition have built up a 
nationwide appetite for products such as 
California produces. 

3. California's increased population will it- 
self provide a larger market. Many in- 
dustrial workers will supplement their 
work with small farms. Where they do 
not take care of themselves agriculturally, 
their needs must be supplied by a cor- 
responding increase in farm area. 

4. Reclamation projects now using all their 
water will share water with new develop- 
ments. 

5. Veteran rehabilitation will to some extent 
take the form of farm financing. 


All this will take place without any 
break in production for reconversion, 


such as is necessary in the industrial 
field. 


Sees More Small Farms 


Professor Walker believes that the 
bulk of production, as heretofore, will 
be centered in farms of larger area, 
but that there will not be much change 
in the numbers of these following the 
war. On the other hand, the small 
farm will multiply. He cites several 
reasons for this. California, with its 
specialty crops, for the most part has 
been a district of small farms. Of the 
133,000 prewar farms listed, 86,000 or 
65 percent were less than 50 acres in 
area. Twenty-eight percent were be- 
tween 10 and 29 acres and nearly 24 
percent less than 10 acres. Following 
the war this trend is bound to continue. 
Veteran financing will not be designed 
to cover large tracts. Industrial work- 
ers who take up farms after the war 
will have neither the finances or the 
experience to handle more than a few 
acres. There will also undoubtedly be 
much suburban farming—people who 
continue their success with Victory 
gardens on a somewhat enlarged scale 
as a supplement to a city job. 

All this adds up to the promise of 
an active market for electrical equip- 
ment. For, as Prof. Walker points out, 
electricity is of particular importance 
on the small farm. A recent survey 
made of electricity uses with respect 
to farm sizes showed that although 
larger motors are more frequent on 
farms over 220 acres in size, fractional 
horsepower motors occur almost in the 
same numbers on farms of from 50 
to 99 acres as on those of from 220 to 
379 acres. These new farms in the 
smaller classifications after the war 
are going to need considerable house 
wiring, household equipment and small 
motor installations for farm use. The 
average farm served by electricity has a 
connected motor load of 13.4 hp. 
Although the average for smaller farms 
will of course be below this, it is not 
out of the way to expect that these can 
be built up to an average of from 8 to 
10 hp. for a holding under 20 acres in 
size. 


100 Uses for Motors 


A study of uses on 588 California 
farms ranging in size from 10 acres 
up, and located in 35 counties, revealed 
53 different uses for electric motors 
alone, not including the various appli- 
cations in farm shops or the varying 
uses of portable motors. If these were 
to be counted, Prof. Walker believes, 
more than one hundred uses for elec- 
tric motors on the farm might be listed. 
The order of frequency of uses on these 
typical California farms, was as fol- 
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£7 mone IRONER PROFITS 


>a with Solid Horton Sales in this 
Brand New Market eee. 














We can’t tell you all about the new Horton Do-All 
Ironer, but we can promise you that sales are going 
to be solid. 


Solid because of pre-war testing and proving in a 
brand new market of millions of housewives who want 
to invest in home operating efficiency. 


Solid because the Horton Do-All combines extreme 
lightness in weight with full sized, standard parts. 
It is not a plaything, but a complete, efficient ironing 
machine engineered for long hard service. 





Solid because of the expert streamlined designing by 


Se light tli a Harold Van Doren and Associates. 
cinch to canny Already, many hundreds of top-flight dealers have 
placed advance orders. You, too, should be ready 
when the time comes. Take no chances. Write to- 
day for further information. 


ct" *. fe Randy csllle the Lantitiaial 


ow HORTON do-all 


=. HN 
_ ITRONER 


HORTON MANUFACTURING COMPANY - FORT WAYNE, INDIANA 
MFRS. OF AMERICA’S FINEST HOME LAUNDRY EQUIPMENT SINCE 1871 
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lows: refrigerators, 75 percent; irriga- 
tion pumps 69 percent; washing ma- 
chines 65 percent; domestic pumps 64 
percent; milking machines 26 percent; 
portable and miscellaneous motors 21 
percent, shop motors 20 percent; and 
mixers 15 percent. Other motor uses 
represented included: sweepers, fans, 
incubators, milk coolers, food grinders, 
separators, house coolers, ironers, sew- 
ing machines, dehydrators, hullers, 
saws, compressors, elevators, furnaces, 
feed mixers, sump pumps, blowers, 
brooder fans, graders, lawn mowers, 
paint sprayers, shearing machines, food 
choppers, sorting tables, centrifugals, 
cement mixers, oil pumps, bottlers, bot- 
tle washers, prune shakers, hedge clip- 
pers, sack cleaners, waxers, dishwash- 
ers, juicers, vacuum pumps, dippers, 
bean cleaners, sackers, milk pumps, 
churns and pasteurizers. There was a 
total of 2,586 motors reported, repre- 
senting a connected load of 7,863 hp. 
The variety of appliances listed indi- 
cates the type of equipment in which 
new farms may be expected to be inter- 
ested and which can be sold to the 
more established farmers who have not 
as yet acquired this particular con- 
venience. 


Post-War Developments 


Prof. Walker speculates to some ex- 
tent upon the nature of the agricultural 
development which will occur in Cali- 
fornia after the war. He expects that 
numbers of the industrial workers, 
freed by the five-day week and shorter 
hours, will seek outdoor diversion by 
supplemental gardens. He expects farm 
droduce to find markets in industrial use 
as well as for food and points out that 
California is fitted to furnish many of 
these industrial. byproducts. With the 
expected increase in livestock produc- 
tion in California, there will be further 
call for irrigated pasture land, offering 
a market for the electric pump. 

Food processing has shown many de- 
velopments during the past few years, 
not least of which is the quick freezing 
method with its storage of fresh prod- 
ucts, which is bound to have an active 
sale after the war, both in home units 
and commercial sizes. 

In the field of heavy units and power 
for farm uses, electricity, of course, will 
have to compete with the internal com- 
bustion engine and other forms of 
power. For mobile types of farm 
equipment, the internal combustion en- 
gine is not likely to be dislodged from 
its position of supremacy, but there are 
many stationary or semi-stationary 
uses in which electricity has competi- 
tive advantages. Perhaps a third of 
these, amounting to about 250,000 hp. 
might profitably be taken care of by 
electric motors. This is a competitive 
market which will require aggressive 
selling, 

“In general,” concludes Prof. 
Walker, “we may look forward with 
confidence to the future of rural elec- 
trification in post-war agriculture. It 
is bright from the standpoint of poten- 
tial opportunities to make rural Cali- 
fornia not only outstanding for the 
quantity and quality of its farm prod- 
ucts, but as an area with unsurpassed 
attractions for rural living. We have 
every reason to believe that many will 
wish to take advantage of the oppor- 
tunities rural California has to offer.” 
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~ When the Blackout 
» Of Radio Sales 
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One of these days war work will give 
way to peacetime production—business 


will resume its flow in normal channels—and 


radios will be released for sale to civilians. 
. rf a a 3a ene Radio dealers will then find CLARION in 


the spotlight, because we have been developing 


_ 


good consumer markets for you during the long 


yr EM/mer iv 


months of preparation—invasion—and today’s 
march to victory. 
We'll be glad to give you facts that will help you 
get your full share of the CLARION harvest that is 


: By Soe iy tars ey: coming after the war. 
% i ” 5 ° 
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e f Soaps @ ®. WARWICK MANUFACTURING CORPORATION 
ee a fe 7 4640 West Harrison Street ° °* °* Chicago 44, Illinois 
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It’s no news that the Westinghouse Laundromat is not 
for sale today. But selling days for laundry equipment are 
coming. And we think that now is the time—for both 
you and us—to get ready for them. That’s why we have 
prepared this portfolio for retailers. 


Home Laundering Guide 
Key to Campaign 
Assuming the responsibility of helping Mrs. America with 
her wartime laundry problems, Westinghouse has pro- 
duced a brand-new, up-to-date Home Laundering Guide. 
Prepared by the Westinghouse Home Economics Insti- 
tute, it is the most complete work of its kind. 

—* This new booklet tells how to launder 
everything washable—how to buy 
fabrics more intelligently—how to 
make clothes last longer. It contains 
the kind of information women need 


right now—the kind they will ap- 





preciate getting from you. 
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Tune in John Charles Thomas, Sunday, 2:30 EWT., NBC + Hear Ted Malone, Mon. Wed. Fri. 10:15 EWT., Blue Network 





Full-Color Ads 
Feature New Book 

Every month this fall, full-color Laundromat advertise- 
ments will appear in Life and other national magazines. 
Each advertisement will feature a different subject from 
the Home Laundering Guide—how to wash shirts—how 
to care for lingerie—the best way to launder table linens. 
Each advertisement offers the new booklet free. 


How You Can Tie in 
With National Campaign 

The portfolio illustrated opposite contains the complete 
promotion for helping retailers to tie in with the national 
campaign. It includes newspaper, radio and direct mail 
advertising; full-color posters, a self-help counter display 
and suggestions for using them. Also included is a com- 
plete Plan of Action. 

Your Westinghouse Distributor has your portfolio 
now. Ask him for it. Put your promotion to work as soon 
as possible, preselling now to build sales for later. 














If you'll use both to 


make friends in your 





community TODAY eee 


Two good ideas (the “Better Care, Less 
Repair” Program and the Proctor “Swap 
Plan”*) are doing one big job... keeping 
the greatest number of appliances in 
service where they're needed most! Are 
| you using both? 
*A few booklets descriptive of the “Swap 
\ Plan” still available. 





You'll make SALES tomorrow! 


After victory, look for exciting 
new appliance ideas from Proctor! 
They’re on the way. Meanwhile 
let’s all “Back the Attack” with 
War Bonds. 


PROCTO 


NEWSMAKER 








IN APPLIANCE MERCHANDISING 


PROCTOR ELECTRIC COMPANY—DIVISION, PROCTOR & SCHWARTZ, INC., PHILADELPHIA 40, «A. 
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Fresno Faces the Facts 





at home. He therefore started stricted 
period with some 200 new refrigerators 
and other appliances in‘proportion. In 
addition he had some 25,000 ft. of 
storage space filled with second hand 
appliances, chiefly refrigerators in 
various states of repair, ready for his 
extensive service department to put in 
shape for sale. All this kept his store 
and service men going at top capacity 
for several months. 

By that time the volume of customer 
service demands was increasing and 
other dealers were dropping out. Bu- 
ford, always service minded, decided 
to do his best to keep the appliances 
of the valley in going order. In spite 
of manpower shortages and wholesale 
losses to the armed services (the store 
has a right to 23 stars on its service 
flag), he was able to increase the per- 
sonnel of his service department from 
seven or eight to from twenty to 
twenty-five. This was done by keep- 
ing a constant advertisement in the 
local papers offering jobs for quali- 
fied men, promising training. The ap- 
plicants have been mostly from older 
ranks—but not all of them. Those 
with some mechanical experience and 
with the intelligence to learn were 
placed on the payroll. As the service 
department has developed, it has be- 
come specialized. At the present time 
there is one man whose entire time 
is given to the repair of washer rolls, 
two are on radio, several on washers, 
another group on refrigerators, while 
one man devotes all his time to small 
appliances. 


Built Up Parts Stock 


The parts situation has been handled 
in the same way as the providing of 
merchandise for sale—by foresighted- 
ness. 
machine jobber dropped out, Buford 
took over his entire stock and immedi- 
ately began to build it up. He has a 
way of buying everything available 
wherever he can lay his hands on it. 
On an item which in ordinary times 
would be carried on the shelves in 
numbers of from eight to ten, he has 
perhaps a hundred now in stock. In 
washer parts alone he has about $10,- 
000 invested, not to mention the parts 
for other repair work. When some 
part begins to look scarce, he puts in 
his order long in advance. If it is 
really not obtainable—and there are 
plenty of orphan machines now in serv- 
ice for which it is purely a matter of 
luck if parts can be obtained,—he 
adapts something else to fit the need, 
or turns out the part in his own shop. 
The repair business has attained a vol- 
ume which makes it a major enterprise 
in its own right. Mr. Buford has al- 
ways believed that service should carry 
its own share of the expense of over- 
head—and it pays its own way at the 
present time, but it will never be a field 
which will bring much by way of 
profits, in his opinion. But the fact 
that he has taken care of his own cus- 
tomers, and others, he expects will 
someday pay dividends in later sales. 
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Following the war, he expects the 
service department to continue at full 
strength, not so much because there 
will be great demand for customer 
service, but because there are going to 
be so many old appliances turned in on 
the purchase of new equipment. His 
policy in acceptance of trade-ins has 
always been to allow only such value as 
can be realized again in resale. Equip- 
ment which his service department can 
recondition will be accepted, put in 
shape and will find ready sale among 
those who do not wish to pay the full 
price of new models. Incidentally, al- 
though he has sold ice boxes during the 
present emergency, he has made no 
promises of accepting them again 
after the war. “They won’t be worth 
anything”, he has told purchasers, “I 
might give you as much as $10 for 
this two years from now—maybe not 
so much.” And customers, who need 
some refrigeration to tide them over, 
buy just the same. 


Adopts Other Lines 


The same foresightedness which laid 
in a stock of new and secondhand 
appliances, led Mr. Buford to realize 
well in advance of the time of emer- 
gency that some other lines would be 
needed to carry the business when these 
gave out. He did not want to go into 
the furniture field, with which he was 
unfamiliar and for which his selling 
space was not adapted. Nor was he in- 
terested in small household items or 
gifts, which meant many small sales to 
build up a volume. He decided that his 
best field was in other lines of house- 
hold equipment, such as water heaters, 
floor furnaces and the like. He started 
to buy stocks of these on the same 
scale and in the same way that he had 
handled appliances. He bought every- 
thing he could lay his hands on. By 
this time appliances stocks were being 
turned into cash, old accounts were 
paid off and he had money on hand 
to invest in this way. Jobbers came 
to know that he was good for a prompt 
sale of anything they could locate in 
this line. He bought a carload of 
water heaters from as far away as 
Belleville, Illinois and is now expect- 
ing another one from somewhere in 
Oklahoma. He had a chance to buy 
some oil storage tanks and he bought 
all he could of these. Pipe, stovepipe, 
pilot controls, were purchased in quan- 
tity, not because he had an immediate 
sale, but because he sensed that they 
were going to be hard to obtain. At 
the present time, his storage space is 
filled to the brim with equipment of this 
sort and he is able to fill all needs as 
they arise. His stock is greater than 
that of most jobbers. In the electri- 
cal field he carries evaporative coolers 
—and sells them, too, at the rate of two 
or three a day. Priority restrictions 
are strict, but he maintains that dealers 
as a whole are too much afraid of 
priorities and miss many sales they 
could have made simply by not apply- 
ing for their own share of the material 
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Who says men dont know washers ? 


EVIDENCE keeps pouring in from all 
sides of the regard the men in our Armed 
Forces have for the Maytag. 

In the South Pacific, in Italy, on the 
Alcan highway, on the high seas— 
just about everywhere you find American 
men in uniform—there you'll find 
the Maytag washer. 

Often overloaded—often run for eight 
to ten hours a day for six and even seven 
days a week—these Maytags are giving 
the same efficient, dependable service 
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that all the world has come to expect 
of a Maytag. 
Many and many a letter we've received 
from far-flung outposts telling of 
the grateful appreciation of our soldiers, 
sailors and marines for the faithful, day 
by day, every-day service of their Maytags. 
We're proud of these letters—and 
we, too, are grateful— grateful for 
the regard the men in our Armed Forces 
have for the Maytag. 


For these men of our Army and our 





1944 


WASHERS 





<n i — 


Countless Maytags, some dating back a decade or more, | 
are in use today all over the world by our Armed Forces. 


Navy will have great influence on 

the sale of the washers of the future. “ 
They will have the power to veto 

or approve—for they will control the 
money that does the buying. That’s why 
their esteem for the Maytag is a good 


thing for electrical dealers to remember. 


THE MAYTAG COMPANY, NEWTON, IOWA 
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a 
FOR HOT PLANES Ae MEN 


Heat — 140 degrees, and more — 

maintenance crews in plane interjors, oven hot. 
Portable ventilating units, powered by gasoline 
engines, bring relief — draw hot air out, or shoot 
cool air in — one more war job for 

dependable Briggs & Stratton 4-cycle 


air-cooled gasoline engines. 


bee-Covked Fv QxXCr eis 






‘ 


During 25 years of continuous production Briggs & Stratton has 
built more than 2,000,000 air-cooled 4-cycle gasoline engines. 
We are well started on the 3rd million. Trouble-free perform- 
ance, easy starting and economy have made Briggs & Stratton 
leaders in the field — and “preferred power” everywhere. 
BRIGGS & STRATTON CORP., Milwaukee 1, Wis., U.S.A. 
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“THAT WOMAN HAS NO TROUBLE GETTING A 
MAID—HER WASHING MACHINE STILL WORKS" 





to sell and by not making out applica- 
tions for customers who wish to pur- 
chase. Farmers, dairy workers, war 
workers who must sleep in the daytime 
and others who have a special legiti- 
mate need aside from mere desire for 
home comfort can apply for such equip- 
ment—and for the most part sales are 
approved. The large stocks he main- 
tains he does not regard as a hazard. 
Even should the war end tomorrow, 
there would still be a period of short- 
age in these lines, with a continuing 
demand. 


Volume Well Maintained 


When appliances were available, 
Buford’s sales amounted to from 
$120,000 to $175,000 per year. At the 
present time the figure is from $125,- 
000 to $135,000—and the stock is on 
hand to carry the business on at the 
same rate for some time to come, 
with every prospect that it can be main- 
tained indefinitely. At the same time 
overhead has, by the very nature of 
the times, been cut down, so that 
profits are actually better than previ- 
ously. There is no outside selling, 
terms are short, bad accounts no longer 
a factor. Mr. Buford keeps up his 
advertising, looking forward to the 
time he will again face a buyers’ rather 
than a sellers’ market. 

After the war, he expects really to 
go to town in the electrical field. He 
will probably continue to maintain the 
lines he has added, while the store will 
again take its place as an appliance 
center. The present quarters will be 
refinished, with neon trim all round 
the store. There will be a new model 
kitchen (the present one has been 
sold out of the store) and an attrac- 
tive display of the latest in electrical 
wares. At the same time he plans to 
open a second store in the space where 
his present warehouse quarters face on 
the rear street, using this for furnaces, 
plumbing items and for second-hand 
appliances. In between these two wil 
be the shop and storage space, with 
the alleyway conveniently cutting this 
space to make a convenient outlet for 
loadings and deliveries. There will, 
at first at any rate, be no outside sell- 
ing. The firm used to have six or 
seven men in the field, and sold some 
800 refrigerators and 1,000 or more 


washers a year. They could now sell 
three times that many—an accumulated 
demand which will carry over into the 
immediate post-war period, he figures, 
making field selling for a while un- 
necessary. On the other hand, he ex- 
pects to have more women on the 
sales floor, believing that the woman 
purchaser feels more at home when she 
enters a store where women are em- 
ployed. In place of outside selling, 
he plans to do even more extensive 
advertising than previously. Terms 
will be short, trade-ins welcome if re- 
saleable, but accepted only on a con- 
servative basis. If margins are re- 
duced, he will expect to make up for 
the discrepancy in volume. Service 
will always be the foundation of the 
store’s relation with its customers, but 
free service Mr. Buford feels should 
definitely be limited. He is one of 
those who feels strongly on the subject 
of the “five-year guarantee”, believing 
that one year, or even 90 days is long 
enough. Some day, when he can find 
a good place to stop, he and Mrs. 
Buford plan to retire. But where is a 
good place to stop? Certainly not now 
with all the interesting possibilities 
of the post-war period ahead. 

There have been one or two dealers 
Crop out of the picture during the war. 
One purely electric shop, with a store 
in the main business district, simply 
could not make a go of it. Another 
dealer, who tried furniture on a fairly 
ambitious scale could not make a profit 
in the new field and not long ago 
closed his doors. 


W. C. Bradshaw Co. 


On the.other hand, there are signs 
that important new factors are coming 
to the fore, ready to take a place in 
the electrical field when the war is 
over. One of these newcomers is the 
W. C. Bradshaw Co. Mr. Bradshaw 
is an engineer who started out 
as an employee of a local oil company. 
He was interested in rendering a wat 
service and in carrying out his own 
ideas along these lines, soon found him- 
self with an independent business, 
handling jobs for army cantonments 
and training schools. His specialty 
was refrigeration and air conditioning, 
and a large part of his early work was 
confined to these fields. About 25 to 
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HOMEMAKERS HAVE WAITED A LONG TIME FOR A 
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aaa) 1 
@ Peter Sampson Reports _/|j'|' 3 PREPET # 
é : | alt” JERE RH 
Enthusiasm Runs High for | OT 
this Exciting Postwar Profit i 
443) Lag 
Appliance... aa ae 
© According to Peter ie eo 
Sampson, President of the Sia erat 





Sampson Electric Company 
of Chicago, the sky will 
be the limit on the post- 
war sales possibilities of 


Styled by Brooks Stevens 





: the Hamilton Automatic AUTOMATIC 
Peter Sampson Clothes Dryer. “We were Wi} — 
appointed distributors of Hamilton Dryers in 1943, C L OT 4 ES D RY + i 
just after war halted further production. We purchased 
all the dryers the factory could make available to us and (Both Gas and Electric Models) 


distributed them among our dealers for a thorough 
check on performance and salability. A BRAND NEW MARKET iS WAITING 
“Most of the dryers we received have been in 

operation for a year or longer, and our check-ups show 
that the user’s enthusiasm for the Hamilton Dryer has 
increased as the months have gone by. We are looking 
forward to piling up a real volume with it when it is 
again available.” 


Carefully tabulated surveys indicate that one in every four house- 
wives wants to own an automatic clothes dryer, after the war. 
Virtually every washer owner, every washer buyer is a red hot 
prospect for the Hamilton Automatic Clothes Dryer, that damp- 
dries (ready to iron) a full washer load of clothes in from 15 to 
25 minutes, or bone-dry slightly longer. Rain, humidity, snow, 
smoke and soot will be forgotten washday hazards of the past. 
- ae Trade-ins? You can forget them, too, when you sell the Hamilton 
—“ Dryer. Every deal will be CLEAN. 

For a more complete picture of the postwar selling opportunity 
the Hamilton Dryer offers you, write us today. | 
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What gives 


SUNLIGHT MOTORS 


wlio 
Py 


Cro 


their superior stamina? 


The amazing stamina of Sunlight motors 
didn’t just happen. Behind the outstanding 
performance records of these motors on lead: 
ing appliances is the story of a coordinated 


endeavor by all departments—design, engineering and 
manufacture — to produce a fractional-horsepower motor 


unsurpassed in year-in, year-out reliability. 


Typical of the measures Sunlight employs to build-in 
longer life are these: For extra protection against motor- 
killing short circuits, Sunlight engineers have specified 
extra-heavy coatings of dielectric insulation on all wind- 
ings. To prevent starting strain, Sunlight motors have 
been given up to three times the full-rated starting capac- 
ity. To reduce heat-generation in the windings—a com 
mon cause of motor failure—full-gauge copper wire is used 
throughout. To provide smooth, trouble-free performance, 
bearings are the finest made: diamond-bored for micro- 
scopic smoothness; set in cast-bronze journals; self-oiling 


for the life of the motor. 


It is this spirit of perfectionism, coupled with broad 
engineering experience and extensive manufacturing 
facilities, which accounts for the selection of Sunlight 
motors to power many of the country’s leading makes 


of household appliances. 





SUNLIGHT MOTORS FOR: 
AIR COMPRESSORS * WASHING MACHINES 
POWER-DRIVEN BENCH TOOLS + IRONERS 
MILK SEPARATORS + MILKING MACHINES 
FURNACE BLOWERS * STOKERS » OIL BURNERS 
WATER PUMPS» REFRIGERATORS VENTILATORS 

AND MANY OTHER APPLICATIONS 


Keep Backing ‘Em Up—WITH WAR BONDS 


SUNLIGHT MOTORS 
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30 percent of the initial contracts dealt 
with air conditioning. Allied work in 
heating, sheet metal work and plumb- 
ing has of course been a part of the 
job. Later, when the initial army 
building program slackened, he has 
handled housing projects. He intends 
to stay in the field after the war and 
looking toward the future, has begun 
to lay a foundation by entering the field 
of servicing. Air conditioning, re- 
frigeration of all types, dehydration 
and heating problems come within the 
scope of his organization. The national 
figures show that some 900 million dol- 
lars are invested in refrigeration equip- 
ment over the country, of which about 
64 millions must be replaced annually 
if this is to be kept in operation. Gov- 
ernment allotments at first were far 
below this, with the result that all serv- 
icing in this field is much in arrears 
and even though releases have now 
been allowed for the larger amount, it 
will take some time to get caught up. 


Air Conditioning Demand 


Mr. Bradshaw looks forward to a 
big demand for air conditioning and re- 
frigeration of all types from the domes- 
tic market after the war. There have 
been many improvements in air con- 
ditioning, with better refrigerants, bet- 
ter air circulation and other advan- 
tages which will mean a more saleable 
product when it is again placed on the 
open market. A package type of equip- 
ment at a reasonable cost will un- 
doubtedly prove popular in a com- 
munity which has the hot summer 
climate of the central valleys of Cal- 
ifornia. Home freezing equipment 
will also be in popular demand and 
Bradshaw expects to make a specialty 
of this. The firm will continue to 
handle all forms of commercial and 
industrial refrigeration, but expects 
the big field to be the domestic one. 
Mr. Bradshaw pictures the home with 
three types of refrigeration—lockers 
for frozen foods, home freezer cab- 
inet for more convenient storage, and 
the usual refrigerator. His emphasis 
is on the refrigerated type of air con- 
ditioning, although he has provided 
some evaporative cooling for indus- 
trial plants. 

The present quarters, which provide 
ample space, being a converted garage 
with office and display windows in 
front and shops behind, will be trans- 
formed into a retail store, moving the 
present office quarters back to provide 
a display and sales floor. A sales 
force will be built up and trained, 
probably with the assistance of the 
manufacturer. 


The Chain Stores 


Fresno has well established branches 
of the nationally known chain stores, 
which were very active in the appliance 
field before the war and are expected 
to carry on at an accelerated pace as 
soon as they are free to go forward. 
They have not taken part in the local 
dealer association (probably a national 
ruling)—and this is one of the argu- 
ments advanced for the worth of a na- 
tional association which might be able 
to approach such firms at headquarters. 
Fresno is something of a “stepping- 





stone” community, with the result that 
managers who make good here are apt 
to be advanced to larger and more 
fruitful fields, making it a little diffi- 
cult to get acquainted and absorb them 
in the general atmosphere of coopera- 
tion which is Fresno’s specialty. 

In the field of chains also there are 
newcomers already on the horizon. 
Firestone started before the war, with 
an appliance line added to its auto- 
motive supplies sold from a garage. 
Just recently J. S. Whitling has taken 
over the management of the appliance 
branch and, looking toward the time 
when electrical wares will again be 
available, has rented a store in the 
center of town, choosing one which 
was occupied by an electric firm now 
out of business and which is known 
locally as an appliance center. Here 
he is carrying on with a temporary 
stock of toys, household wares and 
what have you, simply to keep his name 
before the public and build up a store 
of goodwill against the time when he 
can go into the electrical field in a big 
way. He still has desert coolers, of 
the 1980-w. type which do not require 
priorities for sale. While fitting into 
the Firestone framework, Mr. Whit- 
ling’s choice of Fresno was based 
largely upon its friendly atmosphere 
and he plans to play ball locally, work- 
ing with the local dealers in their 
cooperative program. The firm em- 
ployed one outside salesman before the 
war and will add field men as needed 
later, although like others dealers, he 
expects store sales to take care of all 
appliances available for a short period 
before manufacturers really get started. 


Fresne Is Ready 


This is a picture of Fresno—as it 
was, is, and hopes to be. The frame- 
work of its merchandising structure 
has remained remarkably intact and is 
ready to take over whenever the go 
ahead signal is given. Dealers have 
confidence in the utility’s willingness 
to cooperate by advertising, promo- 
tional help and personal advice. They 
are already making pretty definite 
plans for their own part in the post- 
war picture, although they are wait- 
ing somewhat apprehensively to learn 
whether or not margins are to be 
dropped before cutting themselves too 
large a slice of what may turn into a 
somewhat prickly melon. They fear 
the advent of too many dealers when 
new manufacturers start seeking out- 
lets in a field already pretty well sewed 
up. This is one reason they have taken 
pains to continue their dealers’ associa- 
tion, to be ready with a set of standards 
and a public acceptance of them, so 
that newcomers may be fitted into their 
ranks, rather than breaking them up. 
To a man ,they feel strongly about 
former manufacturers’ policies in re- 
gard to 5-year and similar service 
plans. They, most of them, want short 
terms maintained. They want a frank 
understanding with manufacturer and 
jobber and, once their place is under 
stood and accepted, they want protec- 
tion from the firm with which they 
deal. They expect keen competition 
from others in their own ranks, from 
chain stores and from other industries, 
but they are not afraid of it. Fresno 
is ready for tomorrow when it shall 
arrive. 
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GOOOWML BUILOERS 
FOR FRIGIOAIRE DEALERS 


IT’S A FACT—already over eleven million of these 
helpful booklets have been needed for free distribution 
to refrigerator users—enough for one out of every three 
families in the U. S.! By distributing these booklets to 
users of all makes, Frigidaire dealers are rendering a much 
appreciated wartime service. And what is the result? 
Simply this—an enormous backlog of goodwill that will 
be reflected in expanded sales opportunities for Frigidaire 


Over million people have seen 
Frigidaire Wartime Refrigerator Film 


The 30-minute talking film, “How to Get 
the Most out of Your Refrigerator,” has 
passed the }4 million showing mark. Loaned 
without rental charge by General Motors, it 
is enthusiastically received wherever it is 
shown. In an entertaining manner, it offers 
suggestions on how to make your refriger- 
ator serve better and last longer. It is not an 
advertising picture. 










dealers in the great peacetime future that lies ahead. 
Requests are Still Pouring In! The demand for“101 
Refrigerator Helps” still mounts. Frigidaire Dealers 
everywhere are using it to maintain their identity — 
offering it in window displays, in local newspaper and 
radio advertising. No booklets of this kind have ever 
received wider distribution. None has ever been more 
enthusiastically received by refrigerator users. 


— FRIGIDAIRE 
(pox oer 


—_ 


in War Production Division of 


GENERAL MOTORS 


DAYTON 1, OHIO + LEASIDE 12, ONTARIO 


Peacetime builders of 
ELECTRIC REFRIGERATORS + RANGES « WATER HEATERS 
HOME FREEZERS e« ICE CREAM CABINETS 
COMMERCIAL REFRIGERATION « AIR CONDITIONERS 
BEVERAGE, MILK, AND WATER COOLERS 


ELECTRICAL MERCHANDISING—AUGUST, 1944 





PAGE 65 




















@ It’s about your business. 

And you know much more about 
that than anyone else. 

You've seen the experts’ fore- 
casts of the 2% million vacuum 
cleaners and 14 million food mix- 
ers that are expected to go over 
the counter the first year following 
the war’s end. 

But— 

You know better than anyone 
else how many of those people will 
come through your front door. You 
have a pretty clear idea of the post- 
war employment picture in your 
vicinity. You saw a lot of the boys 
getting married before going 
away. You know that many of them 
will want food mixers and vacuum 
cleaners when they return to set up 
housekeeping. You know these 


people ...they’re your customers. 

You’ ve heard hints about the fas- 
cinating newness of the things of 
tomorrow. 


But— 


You know that some are more 
fiction than fact...that some 
strange, albeit honest, claims are 
made by those who may not be too 
familiar with all the joys and sor- 
rows of this appliance business. 


New, mysterious distribution 
programs? 


Gosh, no! You know that people 
are going to buy for the same rea- 
sons they always have. You have a 
hunch, too, that they’ll remember 
the man who did his best to help 
them keep their old equipment in 
good shape. 


You wrote 
this ad! 





We will, too. We'll{[be right back 
at the same old stand with even 
finer Hamilton Beach quality, sym- 
bolized by a nameplate that has 
been remembered for nearly 25 
years. We wouldn’t want that to 
change any more than we’d want 
you to be different... you who 
have been doing such a swell job 
of keeping things going when the 
going was toughest. 

On that score, perhaps one of 
the 28 authorized Hamilton Beach 
Service Stations listed below can 
give you a hand right now with 
parts or complete repairs. 

Meanwhile, the quickest way we 
can get our productson your shelves 
again is to stay with our war job 
now. 

You know that, too. 





Baltimore, Maryland 


Roland Electrical Co........-+418-424 E. Pratt St. 
Boston, Massachusetts 
Electric Motor Service Co.....++++++ 151 Pearl St. 


Buffalo, New York 

Dynamo & Motor Exchange, Inc... ..41-45 Elm St. 
Cedar Rapids, lowa 

Stalker Electric........0+++ 115 Second Ave., S.E. 
Chicago, Iilinois 

Complete-Reading Elec. Co....123 S. Jefferson St. 
Cincinnati, Ohioc 

Beresford Electric Co... 1. .eeeeee 334 E. Fifth St. 
Cleveland, Ohio 

Acme Electric Vac. & Washer Service Co....... 

PPTTTTTITITITITiT TTT 2123 E. Second St. 
Denver, Colorado 

Midwest Elec. Wiring Co.....323 W. Colfax Ave. 
Detroit, Michigan 

Cooley-Van Howe Service Co... ..-seseeeees 

PTUTTTIT TTT TTT 744 Michigan Theatre Bidg. 


Indianapolis, Indiena 

Apex Electric Service Co...... 419 Big-Four Bidg. 
Kansas City, Missouri 

Independent Elec. Mchy. Co... 300 Southwest Blvd. 
Little Rock, Arkansas 





Treadway Electric Co., Inc........++206 Scott St. 
Los Angeles, California 

Electric Lighting Co... ...-+eee+ 216 W. Third St. 

Sterling Electric Co... ..+-see0s 31-33 S. Fifth St. 
New York, New York 

Reading Electric Co., Inc.......+- 200 William St. 


Omaha, Nebraska 
Vac. Cleaner Standard Service. .2208 Farnam St. 
Philadelphia, Pennsylvania 


Hubbell Electric Co... «+. +005 220-22 S. 11th St. 
Pittsburgh, Pennsylvania 

Ferry Electric Service Co.........+127 Fourth Ave. 
Portland, Oregon 

Morrison Electric Service. .....+e0seeeeeeees 

eccceccccccccese 1236 S.W. Washington at 13th 


Salt Lake City, Utah 


Time & Instrument Co.....+++00+ 222 Dooly Bidg. 
San Antonio, Texas 

Martin Wright Electric Co......eeeeeeeeeeece 

eovccceccccccoces Navarro St. at the Auditorium 


San Diego, California 
J. F. Zwiener Electrical Co.....++++++++229 B St. 


San Francisco, California 


Will M. Aronson Co... sceceecees 955 Folsom St. 
Seattle, Washington 

Electrical Engineering Co......++ 2012 Third Ave. 
Spokane, Washington 

Moxwell & Franks. ....-.eseeee05 619 First Ave. 
St. Lovis, Missouri 

Brandt Electric Co....ssseeeeeeeees 904 Pine St. 
St. Paul, Minnesota 

Hoeft Electric Co., Inc... .seeeeeeee 54 E. Fifth St. 


Washington, D. C. 
Central Armature Works, Inc.. .625-27 "D" St.N.W. 


HAMILTON BEACH COMPANY Division of Scovi!l Manufacturing Company RACINE, WIS. 


PAGE 66 





Says 60% of Post-War 
Homes To Cost $6,000 


In spite of increased construction 
costs, about 60 percent of all new non- 
farm dwelling units built by private 
enterprise in the early post-war years 
will cost $6,000 or less, not including 
the price of the land, according to a 
preliminary. study made by The Pro- 
ducers’ Council, James W. Follin, 
managing director of The Council, said 
recently. 

“The average number of new non- 
farm dwelling units to be constructed 
during the five-year period starting 
twelve months after the end of the war 
has been estimated at 970,000 annually 
by The Council’s Market Analysis 
Committee”, Follin said. “Of that total 
number, about 580,000 homes valued 
at $6,000 and under would be built 
per year. 

“While the percentage of low-cost 
dwelling units to the total number con- 
structed may be smaller than in the 
years immediately preceding the war, 
the actual number of low-cost resi- 
dences built would still be greater than 
in any year since 1925. 

“The smaller percentage estimated 
for the five-year post-war period is due 
to several factors. In the first place, 
assuming that general prices and the 
cost of construction after the war will 
not fall below current levels, the more 
popular types of small homes will cost 
more than before the war. Secondly, 
there is a large accumulated demand 
for homes in the higher price ranges 
as a result of war-time restrictions on 
private residential building above 
$6,000. 

“According to a recent survey by the 
Office of Civilian Requirements, about 
2,850,000 families intend to buy or build 
a house costing less than $6,000 after 
the war. On the basis of The Council’s 
preliminary estimate, 2,900,000 new 
residential units costing less than 
$6,000 will be provided in the five-year 
post-war period, sufficient to supply 
such demand. 

“The Council’s preliminary study 
also indicates that about 28 per cent 
of the homes constructed by private 
enterprise during the five-year period 
will be valued at between $6,000 and 
$10,000, which would mean that ap- 
proximately 270,000 units per year 
would be built in this price range. 

“Of the low-cost dwellings, about 
282,000 per year or 29 per cent are 
expected to be in the $4,000 to $6,000 
range.” 


British Columbia 
To License Dealers 


Legislation to license electrical con- 
tractors and dealers is proposéd for the 
province of British Columbia, Canada, 
and progress is being made in securing 
support of the electrical industry for 
the proposed law, according to Earl 
Dunsmuir speaking hefore the Var- 
couver Electrical Association at its 
twelfth annual dinner held in Van- 
couver recently. The provincial legis- 
lation would call for registration 
all electrical appliance dealers at 4 
nominal fee. The purpose is to enable 
the electrical inspection department 
to control the sale of unsafe materials 
and appliances. Contractors’ licenses 
would require posting of a bond, vary- 
ing in amount from $500 to $1,000 
depending upon the type of work done. 
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Ear-Marked cor creater prorits to you 


Lena your ear and you shall hear . . . the magic 


name: PHILHARMONIC Radio-Phonograph. 


And if you are one of the country’s 300 leading 
music and radio dealers, then the PHILHARMONIC 


is ear-marked for you... 


EAR-MARKED for a new high level of prestige and 


leadership for you in your community. 
EAR-MARKED by exceptional performance standards. 


EAR-MARKED by cabinet design and craftsmanship 


of rare artistry and distinction. 


7 


HavPmMonie ¥ 
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EAR-MARKED by highly selective distribution and a 


four-square credo for your protection and profit. 


EAR-MARKED by continuous national advertising of 
distinguished character, coupled with unusually 


elaborate promotional and display material. 


You will be visited shortly by a PHILHARMONIC 
representative to discuss our postwar plans and ex- 
clusive franchise distribution. Inquiries are solicited 
from those who would like preliminary information. 


PHILHARMONIC RADIO CORPORATION 
522 EAST SEVENTY-SECOND STREET, NEW YORK 


: 


as 


1944 


JEWELRY COURTESY OF BLACK, STARR AND GORHAM, 


THE SHERATON 


Exquisite example of cabinet artistry 


*TRADE-MARK 


RADIO AND PHONOGRAPH 
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People, Products, Plans 


August, 1944 





Electrical Retailers Association 
Starts Membership Campaign 


Rodger, Sikking, Cobbey 
Head New Group 


The newly-formed National Elec- 
trical Retailers’ Association established 
headquarters in the Merchandise Mart 
in Chicago early in July as plans were 
formulated to launch a nation-wide 
membership drive. In an active cam- 
paign appliance, radio and lighting 
dealers will be invited to become 
charter members. 


M. R. Rodger Co-ordinator 


When the association opened its Chi- 
cago headquarters, M. R. Rodger be- 
came co-ordinator. He wilh devote a 
great deal of his time to the member- 
ship drive and the development of the 
association’s ° program. Mr. Rodger, 
who has spent 25 years in the industry, 
has been actively’ affiliated with the 
new organization from its inception. 
Mr. Rodger agreed to act as coordi- 
nator following the recent announce- 


ment of the election of C. B. Sikking, . 


Springfield (Ill.) dealer, as president, 
and J. A. Cobbey, Chicago attorney, as 
acting secretary. Plans are under way 
to create a board of directors to be 
nominated and elected by members. 
There will be an advisory council and 
regional and local coordinators to build 
the association. 


Purposes of Association 


_ Every electrical dealer who believes 
in the purposes of the association is 
qualified for membership. The pur- 


poses, outlined by President Sikking, 
are: 


"To promote, attain and establish high 
ideals in merchandising of electrical 
products such as appliances, radio, light- 
ing and other equipment. 

"To promote cooperation between all 
branches of the electrical industry for 
the broadening of markets thereby con- 
tributing to high national income and 
employment. 

"To the end that the people of 
America will be completely and ade- 
quately furnished with dependable elec- 
trical equipment at low maintenance and 
Operating costs." 
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Mr. Sikking went on to say that he 
has always felt that the electrical re- 
tailers should have a national organiza- 
tion. 

“Now that the National Electrical 
Retailers’ Association has become a 
reality, I shall try to do everything I 
can to make it a: success and to carry 
out the purposes for which it was or- 
ganized. The association was incorpor- 
ated as a non-profit organization in 
Illinois, April 18. 

“Through the National Electrical 
Retailers’ Association (NERA),” he 
continued, “we will work with the 
other associations of the industry and 
with trade associations, such as Na- 
tional Retail Furniture Association, 
National Retail Hardware Association, 
National Retail Dry Goods Associa- 
tion and others who are interested in 
the retailing of electrical equipment. 


Suggested Platform 


“To carry on most effectively we 
should have a platform. Therefore, we 
are suggesting several subjects that 
may be considered as a platform of the 
association. 


"To help create a cooperative pro- 
gram for the fair and equitable distribu- 
tion of electrical products in postwar. 

"To sustain a high level of sales poli- 
cies in the years which follow, thereby 
contributing to high national income and 
employment. 


1944 


WPB Authorizes Limited 
Water Heater Production 


Limited production of electric water heaters for civilian use has been 
approved by the War Production Board at an annual rate not to exceed 37 
per cent of total production by the industry during the base period (July 1, 
1940, through June 30, 1941), WPB reported recently. 


Production of electric water heaters 
for civilian use was heretofore pro- 
hibited, except when found necessary to 
allow some production for civilians on 
an appeals basis. Establishment of a 
regular quota for production will elim- 
inate the necessity of appeals. 

New quotas also have been estab- 
lished for production of non-electric 
water heaters. Restrictions on manu- 
facture or fabrication of metal jackets 
for water heaters have been eliminated, 
WPB said. 

The foregoing actions were taken to 
implement the water heater program 
that was established to meet necessary 
civilian requirements for such equip- 
ment, it was explained. Production of 
water heaters for the Army, Navy, 
Maritime Commission and War Ship- 
ping Administration will be in addi- 
tion to established quotas, WPB said. 

Metal jackets are again permitted 
for water heaters because paperboard 
jackets had proven unsatisfactory. The 
industry used these jackets as substi- 
tutes after restrictions were placed on 
the use of metal for this purpose. The 
manufacture of metal jackets requires 
less man-hours than paperboard jack- 
ets. Also the present critical shortage 
of paper makes it necessary that other 
materials be used. 

Manufacturers are now permitted to 
make metal jackets for water heaters 
from allotted materials or from alumi- 
num which is specifically authorized for 
jackets by WPB under the aluminum 
order, M-l-i. In addition manufactur- 
ers are being permitted to use materials 
in inventory on May 8, 1944, and those 
obtained from frozen, idle and excess 
inventories as were already allowed 
under previous restrictions. 


Order L-185, Water Heaters, was 
amended to make the foregoing changes. 
Previously, electric water heaters were 
controlled by Order L-65, Electric Ap- 
pliances, which was administered by the 
Consumers Durable Goods Division, but 
this type of water heater has been placed 
under Order L-185 of the Plumbing and 





Heating Division so that production of 
all water heaters may be controlled by 
the same regulation. 


According to the revised L-185, 
WPB will authorize limited produc- 
tion of electric water heaters on Form 
GA-1850 for each manufacturer so that 
aggregate production for each calen- 
dar year will not exceed 37 per cent 
of the base year production of the in- 
dustry as a whole. Production will 
not be authorized in any plant however, 
where such production or labor require- 
ment will interfere with war produc- 
tion in that plant or in any other 
plant located in that area. Production 
will be limited to three sizes, based 
on water storage capacity, and only 
one model in each size will be allowed. 
However, a change in the number or 
design of heating elements will not 
be considered a change in size or 
model. 


Telephone Sets Authorized 


By revising Utilities Order U-8, 
which limited the manufacture of civil- 
ian type telephone sets, WPB has per- 
mitted the production of 800,000 sets, 
it was also reported. 

Manufacture is expected to start dur- 
ing the current quarter, with initial 
deliveries in the fall, WPB said. 


Ban Chromium Metal 


Prohibition of the use of chromium 
metal to make nickel-chrome resistance 
wire and of the delivery of such wire 
for use in domestic or commercial elec- 
tric appliances becomes effective im- 
mediately the War Production Board 
reported. 

Direction 2 to General Preference 
Order M-18-a effects this change, Pro- 
vision is made for appeals, but WPB 
said that it did not intend to grant 
authorizations to melt chromium unless 
the electrical appliance manufacturer 
requires nickel-chrome resistance wire, 
for technical reasons, to make his 
product. 
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Since the introduction of FM as a new kind of radio 
service to the listening public, it was Philco engineering 
and Philco merchandising that pointed the way to making 
FM a source of substantial volume and genuine profit to 
the radio dealer. The record speaks for itself... of all FM 
sales before the war, of all FM radios in use today, Philco 


leads the industry by an overwhelming margin ! 


* 


After the war, as FM spreads to the large and small 
population centers, Philco leadership in engineering and 
merchandising will bring the radio dealer again his greatest 
and most profitable sales opportunity. A sensational, new 
FM System will give the listening public the utmost in 
tone, performance and value...and will enable Philco 


dealers to meet the demand for FM receivers in every 
price bracket ! 


Yes, as FM grows in Public Demand 
you can depend on PHILCO for 


your greatest Sales and Profits 
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sales planning 





Rittenhouse Chimes Sales 


will be firmly built on factual information 





SALEs knowledge ix sales power. With it you can plan a safe 


and successful merchandising future. Without it you gamble. 


Because the sales and profits of every Rittenhouse dis- 
tributor and dealer are directly affected by the concrete 
information available before a product is offered to the 
public. Rittenhouse is conducting extensive surveys... 
asking questions from the people you hope to sell when 


postwar spending starts. 


Rittenhouse surveys will cover every field of your sales 
activities and the facts will be given to you before you make 


a move... before you invest a penny. 


With this Rittenhouse information you will know: What 
type of door chime will sell best, how much the home-owner 
will pay for his chime, where he will buy it, which models 
you should stock . . . and scores of other vital sales facts . . . 
direct from the electric chimes prospect. Exactness in engi- 
neering, design and sales procedure have always been and 
always will be a Rittenhouse service to every Rittenhouse 


distributor and dealer. 


THE A, E. RITTENHOUSE COMPANY, INC. 
Honeoye Falls, New York 


MEnhOUsé 


DOOR CHIMES 


TOMORROW'S 
BETTER 
CHIMES 
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and P. M. Bratten, general sales manager. 


250,000th FRIGIDAIRE GUN—Ranking officers of Army Ordnance and top company 
officials were on hand when the quarter-millionth caliber .50 machine gun manu- 
factured by Frigidaire recently came off the production line in Dayton, Ohio. 
to right: M. M. Roberts, works manager; C. N. Bogan, general supt., Plant #3; S. M. 
Schweller, chief engineer; Brig. Gen. H. F. Safford, Army Ordnance; D. K. Banker, 
divisional comptroller; E. R. Godfrey, general manager; C. A. Copp, manager of 
industrial relations; Brig. Gen. James Kirk, chief, Small Arms Branch, Army Ordnance; 
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Norge Announces Plans for 
Four New Post-War Appliances 


The Norge division of Borg-Warner 
Corp. plans a wide expansion of its 
household utilities line when conditions 
permit through the addition of four 
new products—home and farm freezers, 
automatic cycle washers, home and 
office unit room coolers, and an auto- 
matic clothes dryer, it was announced 
recently by M. G. O’Harra, vice-presi- 
dent in charge of sales. 

Pointing out that Norge has experi- 
enced a 40 per cent increase in pro- 
duction capacity during the war, 
O’Harra explained it was the firm’s 
hope that manufacture of these prod- 
ucts, in addition to established items, 
would provide continued high employ- 
ment in the company’s plants. Previous 
to the war, Norge produced gas and 
electric ranges, home and commercial 
“rollator” refrigerators, standard-type 
washing machines, and home heaters. 


Big Market Potential 


O’Harra disclosed that surveys by 
the “Norge Jury of Marketing Opin- 
ion,” a fact-finding body composed of 
Norge distributors and dealers, showed 
“an enormous market potential for each 
of these products. In the field of home 
and farm freezers alone,” he stated, “it 
is estimated that 2,200,000 units may 
be sold within 12 months after produc- 
tion is permitted. To this field, Norge 
will bring refrigeration ‘know how’ 
producing the smallest number of 
models to reach the greatest possible 
market. 

“The automatic cycle laundry is weil 
past the experimental stage and Norge 
dealers from coast to coast have ex- 
pressed confidence in their ability to 
sell such units in large volume. Norge 
is placing special emphasis on the 
home laundry market of the future and 
it seems an automatic dryer is a natural 
addition to the completely automatic 
laundry. 

“Room coolers of the plug-in pack- 
age type will increase greatly in popu- 
larity after the war and’ we anticipate 
a widely expanded market for the 
product,” he added. 

Furthermore, O’Harra said, the ex- 
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pansion move is in line with the com- 
pany’s pledge to distributors and deal- 
ers that Norge would provide a “well- 
rounded line of major appliances in 
the post-war period.” 

In this connection, he stated that “all 
of these products have sufficient accept- 
ance on the part of the public to war- 
rant large scale production, in our 
opinion. We are not entering new and 
untried fields but are expanding along 
logical lines.” 

O’Harra said that estimates were 
not yet available as to prices of the 
new products, but indicated they would 
be the “lowest possible ccnsistent with 
high quality.” 
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Westinghouse Sets Stage Stephe 
For Post-war Home Freezers songs 0 
million 

Announcement that home freezers one he. 
for city and farm will be added to the raised t 
Westinghouse line of electrical appli- tns—tl 
ances will be made to consumers in 
August, according to T. J. Newcomb, Fost 
sales manager of the Westinghouse that we 
Electric Appliance Division. 

In a four-color advertisement de- In A 
signed to promote home food preserva- section 
tion now by canning, brining, drying route b 
or freezing, Westinghouse will urge With i 
consumers to put up food now by what- magic ¢ 
ever method they have available and | ence in 
after Victory to look forward to West- | million 
inghouse home freezers. Full pages in other n 
The Saturday Evening Post of August ing of 
19 and Colliers’ of September 2 and J "5°" 
Goud Housekeeping for September will True 
be used, it was announced by Roger H. §§ today, 
Bolin, advertising manager of the directed 
Westinghouse ‘islectric Appliance BF needeg 
Division. to the 

Tie-in announcements on the Friday, 

August 18, and Friday, August 25, 
broadcasts of the Westinghouse “Top 9 8 25 ve 


Of The Evening” radio program, 
heard Mondays, Wednesdays and Fri- 
days at 10:15 P.M., EWT, over the BTHE ¢ 
entire Blue Network, will call atten- FORC 
tion to the consumer advertising. 
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IN STEPHEN FOSTERS 
TIME. With songs that had genes 
h, Stephen 


mon touc 


ut words of inspiration 7 
illions. 
the hearts of new millio 





Stephen Foster did not write the first folk music in America. There were 
songs of the mountains, the sea, and the plains, songs of the native lands of 
millions of emigrants. Foster wrote the songs that fused these people into 
one heart, one nation. When northemer, plainsman, emigrant, and sailor 
raised their voices to sing “My Old Kentucky Home,” they sang as Ameri- 
cans—they sang a new home-song, of their new, their native land. 


Foster’s music unlocked a language of its own, it had a common touch 7 
that was the first to make new millions listen, learn, and respond. 


In America today there is another and newer route to the heart of the big 
section of America represented by the vast Wage Earner audience. It’s the 
toute built by the common touch of one magazine, 25 years old this year. 
With its simple credo, its eye-to-eye editorial sincerity and simplicity, the 
magic of its common touch, True Story has brought a new magazine audi- 
ence into being. It not only created, helped, inspired, and built up a multi- 
million audience of its own; it fostered the growth of millions more for 
other new magazines, influenced the pattern of older magazines, the think- 
ing of movies, radio, newspapers, and advertising itself. 


True Story was never so influential in the Wage Earner market as it is 
today. A look at any current issue shows how that influence is being 
directed. In our time, when close touch with Wage Earner America is so 
needed, be it for national unity or for sales volume, True Story’s meaning 
to the common man of America has become extraordinarily important. 


FOR 25 YEARS THE WAGE EARNERS’ FAVORITE MAGAZINE T Ki U E ST 0 RY <¥ : 
s zin 


none h 
THE COMMON MAN, WELL INFORMED, IS THE GREATEST 
FORCE IN PRODUCING THE AMERICA WE WANT, 
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Westinghouse Creates 
New Appliance Depart- 
ment 


To plan now for anticipated heavy 
post-war demand for electric water 
heaters and dishwashers, the Westing- 
house Electric Appliance Division has 
formed a separate department to give y 
increased emphasis to the development, 
improvement and marketing of these 
devices, T. J. Newcomb, sales man- 
ager, announced. 

At the same time, Mr. Newcomb 
announced the appointment of M. M. 
Feaman, as manager of this new 
Water Heater and Dishwasher De- 
partment. These appliances previ- 
, | ously were assigned to the Range De- 
partment. 

Mr. Feaman is active in an industry- 
wide program to standardize electric 
water heater equipment—both electric 





M. M. FEAMAN 


heating elements and tanks—which it 
is expected will reduce the cost per 
unit because of more streamlined pro- 
duction methods of manufacture. A 
similar study of dishwasher design 
and production to achieve mass market 
requirements also will be undertaken. 
Westinghouse anticipates that an- 
nual sales of electric water heaters and 
dishwashers during the first five post- 
war years “will far surpass the peak 
year of 1941” Mr. Feaman predicted. 
He anticipates that electric water 
heater sales will more than double the 
previous high and that dishwasher 
sales will be at least eight times greater 
: than the 1941 level. 
Mr. Feaman has been with Westing- 
| house since 1931, spending the first 
t takes a steady, knowing hand to plow a straight furrow. And a good seven years as merchandising super- 
. visor in the Northwestern district, with 
; . ? headquarters at Chicago. From 1938 
plowman is never satisfied with anything short of perfection. It takes men until the start of the war he was sales 
promotion manager of the Range and 


, . . . A . Water Heater Department at Mans- 
of experience and judgment—men imbued with quality ideals—to field, Ohio. 
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build quality products. The skilled direction the NEW DETROLA 
League Convention 





management now applies to the manufacture of _ To be Held Sept. 20-22 
The annual meeting of the Inter- 
precision war equipment will one day guide the making of | eaten = Aswcution of Elect 


Leagues will be held in Detroit from 
: September 20 through the 22nd, 
fine electronic products for home and industry. Hasten The Day Of Victory according to a recent announcement by 
O. C. Small, secretary. 

John A. Morrison, managing di- 
rector of the Electrical Association of 
Philadelphia, is chairman of the pro- 
gram committee for the convention 


with J. S. Bartlett, managing director 
of the Electric Institute of Washington 
and Ralph Neumuller of the Electric 
& Gas Association of New York, com- 


prising the other members. 





By Buying More And MORE War Bonds. 











DIVISION OF INTERNATIONAL DETROLA CORPORATION + BEARD AT CHATFIELD, DETROIT 8, MICH. William A. Ritt, secretary- managef 
of the North Central Electric Indus- 
C. RUSSELL FELDMANN dr PRESIDENT tries, with headquarters in Minneap- 

olis, is president of I.A.E.L. 
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AND DEALERS 


who expect to build a profitable 
Future Business in Frozen Food Cabinets 


As soon as permitted, Savage will produce a line of frozen food cabinets which will offer the 
trade an excellent opportunity for profit. These cabinets will be the product of long experi- 
ence in the manufacture of low temperature storage equipment. 


Many thousands of Savage Ice Cream Cabinets in daily service are achieving an outstanding 
record of success in their field. The same technical skill which has been responsible for their 
success will build unusually high value and dependable service into the Savage Frozen Food 
Cabinets now waiting the word “Go.” In addition, Savage cabinets will have the selling advan- 


tages of a good name, plus strong merchandising support. 


Write for further information 


Agencies for the distribution of Savage Frozen Food Cabinets are now under consideration. 


Applications will be given consideration in order of their receipt. For information send the - 
coupon below. 


Savage Arms Corporation 
Refrigeration Division 


Utica, N.Y. 
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... that’s why it’s running today 


Most Belden-equipped electrical machines are still running 
today, when failure can mean loss of service for the duration. 


For years the identifying mark of a good appliance, 
Belden electrical cords and plugs are an indication to the 
purchaser that the manufacturer was careful in the selec- 
tion of the parts for his product. The buyer has confidence 
that Belden cords assure freedom from Corditis, irritating 

disease that ruins cords and plugs. 


eee nee 


When organizing your post-war line take advantage of 
the plus values of Belden electrical cords, perfected 
' through years of experimenting, testing, controlled pro- 

duction, and cooperation with industry. Specify products 
equipped with Belden Corditis-free cords. ™ 


Belden Manufacturing Company 
4663 W. Van Buren Street, Chicago 44, Illinois 













Belden Plugs, Cords, 
Strain Reliefs — make 
up complete Corditis- 
free cords. ‘ 

















Nationally advertised 


One ofthe many Belden 


identifying mark of a Strain Reliefs may 
Corditis-free tool or lower costs —and add 
appliance—the Belden longer service life to 


unbreakable plug. the product. 
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On a recent tour, 35 editors, home economists and advertising people visited the 
Deepfreeze retail store at Hubbard Woods, Ill., and were shown a wide variety of 
frozen foods sold consumers from the freezer units. 


Deepfreeze Previews 
Home Freezer Business 


In an impressive demonstration of 
things to come in the allied fields of 
frozen foods and home freezers, Deep- 
freeze Division of Motor Products 
Corp. recently provided graphic proof 
of what’s coming to Mr. and Mrs. 
America after the war is won. 

During the course of a recent tour 
that tock a group of 35 home econ- 
omists, women food editors and adver- 
tising people through the Deepfreeze 
retail store in Hubbard Woods, IIL, 
many interesting facts were brought 
forth. Under the leadership of R. E. 
Nagler, manager of the store, the spec- 
tators were shown the wide variety of 
frozen meats, vegetables, fruits and 
dairy products that are sold to the 
consumer direct from long rows of 
Deepfreeze units that take the place 
of counters in this unusual store. 


Pre-Cooked Frozen Foods 


Unlike the most commonly known 
frozen foods, many of the packages on 
sale at the store are pre-cooked frozen 
foods—completely prepared dishes that 
merely require heating to be ready for 
serving. In addition to pre-cooked 
foods, a wide variety of uncooked 
frozen meats, vegetables and fruits are 
stocked. 

In practice, many Deepfreeze owners 
in the vicinity of the store are accus- 
tomed to ordering frozen foods (cooked 
or uncooked) sufficient to last over a 
considerable period of time, and stored 
in their home units. 

Later the group was escorted to the 
Villa Moderne to be served a dinner 
consisting exclusively of pre-cooked 
frozen foods. The menu included 
shrimp cocktail, frozen food salad, 
chicken a la king, scalloped potatoes au 
gratin, apple pie with melted American 
cheese and coffee. 

Addressing the group, Howard Rob- 
erts, sales manager of Deepfreeze _in- 
troduced several of the guests which 
included Walter Seiler, president of 
The Cramer-Krasselt Co. (advertising 
agency), Miss Christine Pensinger, 
food consultant for Marshall Field and 
Co., and Miss Elaine Bitter, home 
economist attached to the Deepfreeze 
staff. 


Cleveland League 
Canning Booklet 

In a publication of The Electrical 
League of Cleveland, a 30-page book- 
let carrying the title of “Canning and 
Other Methods of Food Preservation”, 
the league has assembled the answers 
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to those questions on canning most fre- 
quently asked of its Homemaking De- 
partment. 


New WPB Iron Quotas 
Bring Program Over Mark 


With the authorization for an addi- 
tional 278,500 electric irons, the War 
Production Board assigned four addi- 
tional manufacturers to manufacture 
irons under its 1944 program and 
brought its goal of 2,000,000 irons for 
the year over the quota. 

The four manufacturers and the 
quotas assigned to them by the war 
agency are Siles Co., Circleville, Ohio 
(5,000) ; Industrial Tool & Die Co., 
Minneapolis, Minn. (5,000); Birtman 
Electric Co., Rock Island, IIL. 
(93,500) and Chicago Electric Co., 
Chicago, Ill. (175,000). 

Chicago Electric Co., WPB said, 
is in Group I labor area and would be 
unable to make the irons assigned them 
in its own plant without interfering 
with war work. They have contracted 
to have them made by Dominion Elec- 
tric Co., Gallion, Ohio. Similarly, 
Birtman Electric, located in a Group 
II labor area, is being permitted to 
produce no more than 15 percent of its 
quota in the Rock Island plant. The 
remainder will be subcontracted to 
Dominion Electric. 

The latest quotas bring the total 
authorized iron production to 2,037,- 
858 units—about 2 percent over the 
original goal announced. 





J. Glottman of Bogota, South America 
was a recent visitor at the Bendix home 
laundry booth at the American Home 
Economics Convention, held in Chicago. 
At right, A. L. McCarthy, manager, 
Chicago Bendix branch. 
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elco Radio Products Mean Uniform Quality 


: _Delco Radio products—wherever in use—are of uniformly fine quality. 
For two reasons... . First, capable engineering by Delco Radio's labora- 
‘e tories ... Second, advanced techniques in mass production. It is through 
this combination of engineering vision and manufacturing precision 


that Delco Radio meets the demands of war, the needs of peace. 


Put “ Dulleréte Meloni. ie 3 ac COT tle, 


-BUY MORE WAR BONDS DIVISION OF 


ee ; ANAM MILIRS 
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POST-WAR MARKET 


Many a housewife today is getting more and more “fed 
up” with hand ironing .... looking forward to the day 
when she can own an ironer.... and do her ironing 
in less than half the time, sitting down. 

When ironer production is resumed, you'll want to be 
ready to crack this lush market .... with SIMPLEX .... 
the recognized leader. Get lined up now. Write for 
franchise details. 


AMERICAN IRONING MACHINE CO « Algonquin, IIl. 







The Simplex post-war 
line will be typically 
outstanding — includ- 
ing both Cabinet and 
Portable models. 


ga 
ap 


IMPLEX [RONER 


THE RECOGNIZED LEADER 
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FOR MERITORIOUS SERVICE—C. C. Cammack, production engineer, and Frank 
Michaelis, assistant superintendent, executives of the American lroning Machine Co. 
of Algonquin, Illinois are pictured receiving WPB certificates of honorable mention 
for outstanding contributions to the war effort through the perfection of an improved 
method in the manufacture of 37 mm. shot. Left to right, Joseph Groshans, general 
sales manager of the company, presenting the certificate to Mr. Cammack, and Mr. 
Michaelis, receiving the certificate from M. A. Toussaint, vice-president and general 


manager of the company. 








Farm Specialty Dealers 
Needed, Watts Declares 


Many Farm Electrical Devices Now Available 


In a 20-page booklet, “Farm Elec- 
trification Through Better Dealers”, 
Frank E. Watts, executive assistant of 
Farm Journal lays a foundation for the 
development of farm electrification 
dealers. While full realization of the 
plan, the author indicated, will require 
a number of years of hard work, it 
definitely can be accomplished through 
co-operation of all industry forces. 

Pointing to the current manufac- 
ture of large quantities of electrical 
productive equipment for the farm, Mr. 
Watts advocates a program which 
would immediately initiate the de- 
velopment of farm electrical specialists. 
Continuing, he says: 

“From equipment now available, 
their business may be expanded as 
other civilian goods are released for 
manufacture. The time is opportune 
and favorable to make the start in 
carrying out this plan.” 


Specialists for Farm Market 


Sales technique in the past, the au- 
thor says, has been planned primarily 
for selling urban customers and a way 
now must be found by which the same 
productive specialty sales methods may 
be successfully applied to the farm 
market. The specialty dealer concen- 
trating on the farm market then is vis- 
ualized as having three distinct depart- 
ments in his business: (1) farm elec- 
trical equipment; (2) appliances and 
radio; (3) installation and servicing. 

After detailing market potentials, 
Mr. Watts discusses the type of dealer 
which he believes should be developed. 
On this subject, he says: 

“Such dealers will be drawn from 
many types and trades—hardware, 
plumbing, electrical, automotive, farm 
implement, individuals who will be es- 
tablished—in fact, any type of dealer 
who is made to see the opportunity. 
Over 71 percent of farm families buy 
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their equipment in county shopping 
centers within their own county, and 
another 10 per cent in such a center 
in an adjoining county. It is logical, 
therefore, that these popular centers 
should be selected first for dealer 
development. 

“It is a fallacy to believe such mer- 
chandise has to be sold in a country 
store a mile from the farm home. The 
average family travels 9.6 miles to pur- 
chase electrical appliances and even 
farther to buy equipment. An average 
of 12.3 miles is traveled to buy electric 
water systems. 


Specialty Selling Paramount 


“It is not enough, however, that we 
have products on sale where it is con- 
venient to purchase. There must be 
specialty selling. It must be carried 
to the farm itself and merchandise dis- 
played where the farmers can see it.” 

Discussing the problem facing the 
electrical industry in the development 
of such dealers, the author describes it 
as “definitely an industry problem in 
which all factors concerned must co- 
operate.” Sales training, for example, 
is up to the manufacturer, from the 
cost of operating training schools to the 
preparation of sales manuals for both 
salesmen and dealers. The actual se- 
lection and development of dealers, he 
indicates, is a responsibility of both dis- 
tributor and wholesaler, along with the 
manufacturer. 


Utility Can Help 


In market analysis and promotion 
work, Mr. Watts continues, the utility 
can be of the greatest service to deal- 
ers. That same dealer co-operation 
which utilities have employed in cities 
will be the greatest factors in making 
this farm-dealer plan a success. 

Copies of the booklet are available on 
request to Farm Journal. 
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The average man's most precious 


yRuUS McCorMICcK was no average man. Nor 
Robert Fulton, Eli Whitney, Alexander 
Graham Bell. 


Neither was the boyish news-butcher Edison, 
the bicycle-repairing Wright brothers, the young, 
tinkering Henry Ford. 


They were, indeed, very uncommon men — 
laughed at, sneered at, derided, dismissed as 
crackpots when they were not ignored by their 
contemporaries. 


Yet bread is cheaper because of Cyrus McCor- 
mick’s reaper, and cotton became king because 
of Eli Whitney. 


The common man may ride in palatial steamers 
because of Robert Fulton, leap the seas and con- 
tinents because of the Wrights, roll to work and 
play and battle on engine-driven wheels because 
Ford made the automobile commonplace. 


Uncommon men all, these men have been the 
average American’s most precious asset, because 
they had it in them to rise above the average 
— and lived in a land where they were free to 
do so. 


They left their mark on their country and on 
the world because they were free to think, try, 
dream and do according to their own pattern, 
rather than to any book-taught theorists’ limit- 
ing view. 


There is no shortage now or for the future in 
America’s store of such uncommon men. 


On the contrary, there never has been a time in 
all history when the doers, the producers, the 
real accomplishers of America have had so much 
to work with — so many fields of opportunity 
— or such impelling reason for working. 


The war has stuck the spur of necessity into the 





development of new materials, new processes, 
new techniques. 


The needs of our fighting sons have forced to 
the fore those who can produce, and required 
those who can only talk to grow shrill and vapid 
in their efforts to hold the spotlight. 


Tesa good thing for America that it is so. 


For a lot of uncommonly fine heroes are emerg- 
ing from the common boys and young men who 
walked away in civies to become the winners of 
this war. 


A lot of uncommon drive and desire for action 
are going to come marching home with them — 
and uncommon refusal to accept government 
charity in preference to a chance to do something 
for themselves. 


It’s a good time now to prepare for their home- 
coming and, despite paper shortage, there’s room 
in our newspaper columns for more than the 
bare recital of their deeds. 


There’s room also for plans about the active role 
they are to play in the future — for a look ahead 
to the opportunities that spread before them — 
for outlining the chances to be given them for 
making America first in the postwar peace as 
they have made it foremost in the wartime world. 


‘ 


sset 





Fora great many years, Hearst Newspapers have 
been preaching out of the depths of abiding con- 
viction the greatness of America’s destiny. 


In more than a dozen key cities they have sought 
to keep before nearly 5,000,000 families the for- 
ward-looking view of America as well as the 
detailed tale of today. 


They have aimed at uncommon serviceability to 
the common man, with this result among those 
5,000,000 families: 


If it is on-the-minute, accurate news they want, 
they look to Hearst Newspapers first. 


If it is authentic interpretation of events or trust- 
worthy editorial counsel they want, they look to 
Hearst Newspapers first. 


If it is features, news pictures, cartoons, column- 
ists’ comment, society, sports or business news 
they want, they look to Hearst Newspapers first. 


There is a lesson here which no sensible adver- 
tiser with an eye on the future will ignore. 


It is simply that in planning marketing programs 
to reach these people, he should look to Hearst 
Newspapers first, as do they. 


HEARST NEWSPAPERS 





Serving the American People—their Freedom, Security and Progress—by providing them trustworthy News, Comment, Counsel, Entertainment, and Advertising. 


ALBANY TIMES-UNION 
Morning and Sunday 


Morning and Evening 
BALTIMORE AMERICAN 


Sunday Evening and Sunday 
BALTIMORE NEWS-POST DETROIT TIMES 

Evening Evening and Sunday 
BOSTON ADVERTISER LOS ANGELES EXAMINER 

Sunday Morning and Sunday 


BOSTON RECORD AND AMERICAN 
CHICAGO HERALD-AMERICAN 


Ls ANGELES HERALD-EXPRESS 
Evening 


NEW YORK MIRROR 
Morning and Sunday 


SAN FRANCISCO CALL-BULLETIN 
Evening 


OAKLAND POST-ENQUIRER 


MILWAUKEE SENTINEL 
orning and Sunday 


Evening 
PITTSBURGH SUN-TELEGRAPH 


SAN FRANCISCO EXAMINER 
Morning and Sunday 


Evening and Sunday 


NEW YORK JOURNAL-AMERICAN 
Evening and Sunday 


SAN ANTONIO LIGHT 
Evening and Sunday 


SEATTLE POST-INTELLIGENCER 
Morning and Sunday 
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2. Conlon’s practical 


lon ironing convenience. 


form 


ean be turned by hand. 


Remember 








CONLON 


1a4 GB. Gind Ave. 





Three More Talking Points for the 
‘“Troner with the 30-inch Roll” 


1. The Roll Padding on the Conlon Ironer is covered with 
THREE types of material. 
then the flannel wrapper, and last the roll envelope or top 
covering, so tapered that when it is pulled up at the ends 
it makes a neat, compact covering. 


First, the felted cotton pad, 


double open end ironing roll 


permits ironing articles longer than the roll. This provides 
for overhang of large, flat pieces or slipping a dress or skirt 
over the entire length of the roll. 


Another feature of Con- 


3. Good ironing requires pressure as well as heat, and 
the Conlon powerful tension provides the strength to per- 
the most difficult ironing. 
instance, such extra pressure irons three layers of material. 
A convenient adjustment knob. for the pressure spring, 


In ironing pleats, for 


no Conlon lroner has ever worn out! 


“The lIroner with 
the 30-ineh Roll” 





CORPORATION 
Chieage, Tl. 


CONLON QUALITY IRONERS AND WASHERS 
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| Survey Finds $3,500,000,000 State 


Rural Electrification Program 












TRUE STORY KITCHEN—Miss Esther Kimmel, director of the True Story magazine's 
experimental kitchen, checks over some recipes with her staff. 


State rural electrification programs 
now contemplated call for expenditures 
amounting to $3,502,472,000, it was 
announced recently. These programs 
to extend light and power to rural 
America, and provide a market for 
goods and services to take up the slack 
from wartime production, would pro- 
vide electricity for 5,131,483 new rural 
consumers in the United States, ac- 
cording to the Research Department of 
Country Gentleman, which based its 
findings on reports of postwar planning 


committees in each state sponsored by 





the U. S. Department of Agriculture. 
“This comparatively new and robust 
market is ready to emerge from a pro- 
longed period of economic adolescence 
into one of steady, mature growth. 
Formerly more or less of a market or- 
phan, it is currently experiencing acute 
growing pains and appears to possess 
an enormous appetite as a result of 
retarded development under wartime 
restrictions. Moreover, American 
business is becoming keenly conscious 
of the potentialities, as well as the re- 





ii earl oia aie of $24,974,000 
New Hampshire ........ 7,581,000 
I ee a 13,593,000 
Massachusetts . ......... 4,}46 000* 
Rhode Island ... ....... 438.000* 
Geameetewt ..........- 3,087,000* 
) res 96,134,000 
New Jersey ............ 5,960,000 
Pennsylvania ............ 129,251,000 
gn ee oe 7,123,000 
Maryland 42,082,000 
_ __. eee 113,960,000 
West Viegiale .......... 54,282,000 
North Carolina .......... 144,646,000 
South Carolina ......... 89,263,000** 
a ere 138,904,000** 
ae a eee 54,314,000** 
ee indas Orde vives’ 92,255,000# 
eee eee 88,943,000** 
EE ae ee 115,938,000 
MEN oko cinccesiee oid 53,856,000** 
WOID  <a'. sos baehede 73,651,000 
EE So ea. Semen 181,624,000 
re ee 175,171,000 


*includes cost of line construction only. 


**Not given in State report. Based on estimates of REA. 


# Estimates of REA used. 
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sponsibilities, involved in the market 
created by rural electrification.” 

The study features a breakdown of 
costs and expenditures into line con- 
struction, wiring, farm and home 
equipment and plumbing for three 
separate periods—between now and the 
end of the war, transition, long-time 
postwar. 

The study shows that 14.3 per cent of 
the total expenditure, or $501,652,00 
represents potential developments that 
either have been authorized, or qualify 
under WPB regulations and other pro- 
jects frozen by the war which can get 
under way as soon as wartime restric- 
tions are lifted. 

The study indicates that the $3,502- 
472,000 expenditure for all states would 
provide for 1,751,752 miles of line 
costing $1,590,315,000, another $571- 
389,000 for wiring, and new markets 
for at least $960,186,000 worth of farm 
and electrical equipment plus $380,585, 
000 worth of plumbing equipment. 

The report indicates expenditures oi 
the program by states, as follows: 
































GN 80 55225.. $114,247,700"* 
Mississippi ........... 147,938,000" 
Minnesota 127,681,000" 
gS rr a ee 106,164,000 
a GRR se a 164,156,000" 
North Dakota ........... 36,066,000 


South Dakota ........ 43,027,000 
Nebraska ............... 63,448,000" 
a cc edge, 83,966,000" 
RSS 2 2 ee 100,158,000 
ee ee a 72,117,000 
Oklahoma .............. 116,493,000" #f 
| ee eer 319,235,000 
ER ey oe > 32,575,000 
RNs or Sica k Sane .. 18,163,000" 
I, 5 cad aoe news Rice 10,403,000 
PRR rcs 43,898,000 
New Mexico ............ 28,523,000 
EE io dave 66 Soisbin oir 22,843,000 
rd «veils vig linea dacoes 4,196,000 
ere ae 3,903,000 
Washington ............. 38,633,000" 
0 eer 31,245,000" 
RE Re tS oe 62,198,000 
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Millions saw Kelly’s conscience 


Gene Kelly, in the MGM picture, Cover Girl, 
does a dance in which double-exposure photog- 
raphy shows him cowering from his conscience. 


Millions of people in all parts of the country 
saw this picture. Why? Because it ran in LIFE. 


How does the fact that so many people read 
LIFE affect you in selling nationally adver- 
tised electrical products? Read what Mr. 
Merritt H. Barnum, of Marshall Field & 
Co., Chicago, says about LIFE: “‘in my 
opinion, 60% of our customers read LIFE.”’ 


You can rest assured that what Mr. Barnum 
says about his customers applies pretty closely 
to your customers as well. Because, East and 
West. North and South, LIFE has more readers 
every week than any other magazine. 


More readers every week than 
any other magazine in America 
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SELL LINK-BELT STOKERS 




























Industrial & 
Commercial 
Market 


Residential 
Market 


TO INDUSTRIAL AND 
COMMERCIAL PLANTS 


You can sell to all users 
of 25 tons or more of 
coal per year—indus- 
trial plants, shops, ho- 
tels, apartment and 
institutional build- 
ings, stores. Large 
unit sales with excel- 
lent profit per sale. 





“Jomorrow 


add another huge market 
—for domestic stokers 


Over 10,000,000 coal- 
heated homesin Amer- 
ica do not have stok- 
ers. Many of these 
owners will be in the 
market as soon as re- 
strictions are lifted. 
Link-Belt will have 
the stokers; will you 
be ready to sell them? 


P Vim ellie tire] mm @)eyololaitiali a, 


for Distributors and Dealers 





A high grade, profitable line you can 
sell now; a huge additional post-war 
market. Limited-area franchises with 
full protection; sales and advertising 
helps; high grade products, backed 
by a manufacturer with an interna- 
tional reputation for quality and 69 
years engineering experience. 


Get the Details, NOW! Phone or Wire for Data 
Folder 2031 Illustrating Complete Stoker Line. 


LINK-BELT COMPANY 


Stoker Division 
2418 West 18th Street, Chicago 8, Illinois 


For Excellence od in War Production 
9626 


a — ae ra 
AUTOMATIC COAL STOKERS 
SZ? 








A COMPLETE 
STOKER LINE 


Industrial and 
Commercial models 





from 65 to 1200 Ibs. per hour ca- 
pacity...open ar closed hop- 
pers; larger models with famous 
Power-Flex burning head ... many 
sound engineering features that 
attract buyers, satisfy users. Avail- 
able Now. 


Domestic (residential) 





for anthracite or bituminous coal 
. «+ dust-tight hopper or bin feed 
... L-B automatic air meter; magic 
flame principle ... built-in over- 
load protection—no shear pin. 
Will be available when rel d 














LINK-BELT STOKERS SAVE Fuel... Manpower. . . Transportation 
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Rare Appliances Bring Millions 
at Gimbel’s War Bond Auction 


$6,850,000 Bid at Unique Store Rally 


The price curve on electrical appli- 
ances went through the roof at a recent 
war bond-appliance auction held at 
Gimbel Brothers department store in 
New York where $6,850,000 was bid 
for a rare collection of brand new 
appliances of prewar vintage. 

A Gimbel refrigerator brought $500,- 
000 in bonds, an Apex washer sold for 
$250,000 in bonds and bidding on a 


Hoover vacuum cleaner reached $50,- 
000. An Everhot cooker and an iron 
each added $100,000 to the bond drive 
and a portable radio set brought an 
even million while a phonograph pulled 
in $300,000 and a G. E. fan brought 
$10,000. 

Capt. Tim Healy, famed Anzac hero, 
was the auctioneer and Milton Berle 
put in an appearance to spur bond sales, 














Gimbels puts Hitler through 


& 
Treasures you can’t buy for love or money 
go under the hammer for bonds, bonds, bondst 


War Bond Auction 


This Thursday at 6 p. m.—Gimbels Fifth Floor 


an electric refrigerator (6% cubic feet) will go to the highest bidder 
aGeneral Electric oscillating electric fay will go to the highest bidder 
a3 tube electric phonograph (°50 of records) to the highest bidder 
Hoover vacuum cleaner with all attachments to the highest bidder 
a-rarer-than-rubies 3-way portable RCA radio to the highest bidder 
aG. E. electric irgy 6 lb. victory model will go to the highest bidder 
Parker’s best fountain pen-the famous “51”-to the highest bidder 
a bottle of Guerlain’s perfume “Shalimar” to the highest bidder 
a DuBarry Success School beauty course worth*200 to highest bidder 
a portable Underwood Universal typewriter to the highest bidder 
a shock-proof water-proof watch worth *100 to the highest bidder 
a Stearns & Foster inner-spring luxury mattress to highest bidder 
an Everhot.electric cooker-broiler combination to the highest bidder 
@ pressure canner-cooker (with steam gauge) to the highest bidder 

And shshsh—whisper it—we have NYLON stockings —so rare that we're thinking of hiring 

the U. S. Treasury guard te watch over them. Come see, come bid, and go home a winner 


‘even if you don't win anything. You can't lose because Gimbels gives you an earful and 
eyetul of entertainment. You can’t lose because you'll go home with a fistful of war bonds 


the wringer 


This is an electric washing 
machine. No foolin’. Honest 
Injun it is. An Apex electric 
washing machine. You can’t 
buy it for love. And you can’t 
buy it for money. But you can 
get it for nothing — if your 
war bond bid is highest in 
Gimbels War Bond Auction. 
P.S. There is no wringer real- 
ly but the Apex spinner would 
toss him plenty. 


a 


beinhect hiddest 





Wilton Burke“: 


‘The incomparable star of Ziegfeld Follies, 
the riddle-your-ribs Berle, the tickle- 
your-risibilities Berle, the master bringer- 
outer-of-grins, giggles-and-guffaws Berle 
will be here to meet you and to greet yau: 





Stakes in « brighter future! Going... gelag ...GONE! Seld te Americans} 


Capt. Tim Healy will be here! 


The rip-snorting, hell-for-leather Austra 
lian Anzac captain, whose life makes} 
Superman’s look like the adventures of 
Dotty Dimple, will be auctioneer. He once 
auctioned off 12 eggs for $100,000 bond!. 








Ad announcing the Gimbel war bond auction. Note other devices also sold. 
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BEFORE YOU DECIDE ON SELLING POSTWAR 
HOME FREEZER .. . LEARN WHY NONE CAN BE 
AN ef Wi 








TRADE MARK REG. U. S. PAT. OFFICE 


Deeptreeze 


Deeptreeze alone provides 
100% Primary Freezing Surface 


No other home freezer can be “just perature differential between the cold 
like’”’ Deepfreeze because the Deep- wall and food storage chamber never 
freeze principle of 100% Primary exceeds two degrees. Moisture is not 
Freezing Surface is protected by ex- drawn out of foods. 


clusive patents. 

Performance-proved by thousands 
of Deepfreeze units in service since 
1938, this exclusive and utterly differ- 
ent freezing principle effectively helps 
prevent food dehydration—keeps foods 
farm-fresh. 

Here’s why . . . with 100% Primary 
Freezing Surface, the entire inner wall 
of Deepfreeze is freezing surface. Tem- 


AWARDED 
DETROIT 
PLANT 





It all adds up to finer food protec- 
tion, safer food conservation. Millions 
of future Deepfreeze buyers are learn- 
ing the vital difference symbolized by 
the word Deepfreeze. Full-page Deep- 
freeze advertisements in leading maga- 
zines are paving the way for the day 
that Deepfreeze will be the BUY-word 
of millions. Deep thinkers are deciding 
it’s Deepfreeze. Your inquiry invited! 


Cartridge cases, airplane nose and tail gun 
turrets, blood desiccating units and indus- 
trial freezing equipment are among the war 
products that Motor Products Corporation is 
proud to be making to speed the day of Victory. 











r 
| 2402 Davis Street, North Chicago, Ill. i 
| Gentlemen: I am interested in getting full information regarding 
Lee a ies 
TRADE MARK REG. U. S. PAT. OFFICE , | Name.. » sssanonnuinantonenncnnncarcvsnivansnenssscaceeces fe: 











MOTOR PRODUCTS CORPORATION Tile... Le 
Deepfreeze Division: 2402 Davis Street, North Chicago, Illinois any....... 
Main Plant: Detroit, Michigan Canadian Plant: Walkerville, Ontario 
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The pact you cant see... 


Of course you can’t even see post war products yet... 
but when they get here we know they are going to be 
pretty fine. One reason is that the parts in them will be 
better due to the precision techniques learned in war. 


Rubber parts today are precision made, too. Some of 
them we make must be accurate to a thousandth of an 
inch .. . and stay resilient at terrific extremes of tem- 
perature and pressure. 


Thousands of such small parts make the efficient, unbeat- 
able operation of America’s war machines possible... 
all Johnson Rubber production today is for Uncle Sam. 


There will come a day, though, when we all have to think 
about transferring the boys’ names from the honor roll 
to the pay roll, and getting back to our regular job of 
supplying a peacetime market. To meet that great day 
with a minimum of time waste is important to the boys 
coming back . . . and important to you. 


Lay your plans now. Let us help you. Johnson engineers 
and designers can help you solve problems in your post 
war products ... and come up with the right answers in 
the right kind of rubber in the specific 
part you need... and this precision 
in rubber perfected in wartime will 
serve you well in peacetime. 





Make Rubber Stocks 


STRETCH 


They are a war- 
time weapon! 


We will be ready to supply you when the time 
. . but the time to think about it and 
plan ahead is now . 


comes . 








.. not then. 





The JOHNSON RUBBER COMPANY 


Middlefield, Ohio 
MOLDED & EXTRUDED RUBBER PARTS FOR INDUSTRY'S VITAL ASSEMBLIES 


Indispensable in War— Essential in Peace 


Bere ress 
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Snapped At Furniture Mart 





Paul J. Daniels, who sprang to fame as a hot shot purveyor of carpet sweepers, and 
who today is general sales manager for Barlow & Seelig, is shown here getting a 
light from the big, black cigar of Joe S. Morris, ad. manager of same company. 








Hedda Hopper, the movie columnist, said Chicago was a hot box in summer. Parker 
H. Ericksen, general sales manager for Majestic Radio and Television, and Jack Hunt, 
Foot, Cone & Belding, advertising agency, act out the idea at the July Market. 






News at the July Chicago market was that Coolerator, long known for deluxe ice 
boxes, is bringing out a line of electric refrigerators, also a home freezer. R. A. 
Whitney, Chicago district manager, is here telling the story to E. F. Halbertsma and 
H. R. Maxwell, Maxwell Mercantile Co., Lamar, Colorado. 





A i fm \y 4 : 
When a portable elevator manufacturing company brings out a home freezer, that's 
news. Here, at the July Furniture Market in Chicago are T. J. Ammel, Chicago service 
manager for Nash-Kelvinator and George B. Gray, Major Appliances, Inc., Miami, 
Florida, listening to Portable's apostle of pep, A. H. Rose, sales manager. 
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FJ) CAPACITOR-START INDUCTION.RUN 








SINGLE-PHASE MOTORS 
THAT DELIVER 


For heavy-duty jobs requiring quiet opera- 
tion ... high starting and pull-in torque ... 
and low starting current, this capacitor-start 
motor is ideal. 

The Type FJ Capacitor Start General-Purpose 


Motor has an efficiency and power factor among 


the highest of any fractional horsepower, single- 
phase motors. 

Starting torque of 300 to 450%... with 225- 
300% breakdown torque, with low starting 
current... ideal for all heavy-duty applications. 


PICK THIS MOTOR 


TYPE FJ CAPACITOR START GENERAL 
PURPOSE MOTOR 


© For heavy-duty service 
e For quiet operation 


¢ For high starting torque 230 dual voltage 


: . SPEEDS—(approximate full load rpm) 
© For low’starting current "69 Cycles—3450, 1725, 1140, 860 
50 cycles—2850, 1425, 960 


25 cycles—1425 
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PHASE—Single CYCLES—60, 50, 25 

HORSEPOWER— to 34 

VOLTS—115 or 230 for 4 hp 4 “pole 
and smaller: larger sizes are 115/ 








Type FJ motors are champs when it comes to 


slugging it out on such two-fisted jobs as com- © 


pressors, pumps, machine tools, refrigerators, 
air-conditioners and stokers. 


ASK FOR APPLICATION HELP 


Small motors have gone to war... some on varied 
applications of peacetime products... many others on 
specialized war applications. For condensed informa- 
tion on Westinghouse small motors, the Westinghouse 
Small Motor Selector (Booklet 3075-A) summarizes 
the data presented in these “Torque Talks”. Write for 
your copy of this helpful aid to proper motor selection. 
Westinghouse Electric & Manufacturing Company, 


East Pittsburgh, Pennsylvania. J-03198 





PLANTS IN 2S CITIES OFFICES EVERYWHERE 


SMALL MOTORS 


» Westin nghouse 
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UTILiTy 
EVAPORATIVE 
AIR COOLERS 





tility Evaporative Air Coolers are 
available on AA5 or better priority without 


authorization from WPB, with certain exceptions. 


Coolers may be stocked for inventory or re-sale 
by obtaining approval from War Production 
Board on Form WPB-547 (PD-IX). 


For exceptions and complete information, con- 
sult your local WPB office and ask for Order L-38 
as amended May 10, 1944. 


Utility Propeller Fans and Centrifu- 
gal Blowers are also available in 
accordance with WPB regulations. 
We will be glad to furnish complete 


information and literature. 


OTILiTyY 


FAN CORPORATION 


4851 South Alameda 


Los Angeles 11, California 
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NEW POSITIONS OF THE MONTH 











Conlon Corp. 


Appointment of I. N. Merritt to be 
vice-president and general manager of 
the Conlon Corp., Chicago, peacetime 
maker of household washers and iron- 
ers, is announced by Bernard J. Hank, 
president and chairman of the board, 
following Mr. Merritt’s resignation as 
vice-president and director of the Elec- 
tric Household Utilities Corp., Chi- 
cago, and president and director of its 
subsidiary, the Meadows Corp., Bloom- 
ington, Ill. 


cago and then went to Oklahoma in 
1938 and St. Louis in 1940 as district 
representative. For the past two years 
he has been Southwestern Division 
manager for Philco with headquarters 
in Kansas City. 


Indoor Climate Institute 


Arthur E. Schanuel has been ap- 
pointed executive secretary of the In- 
door Climate Institute effective as of 





1. N. MERRITT 


Mr. Hank announced also the pur- 
chase of the heating pad division of the 
Eagle Electrical Manufacturing Co., 
New: York City, as part of his con- 
cern’s program for expansion to a full 
electrical household line in the post- 
war market. 

Mr. Merritt joined Eléctric House- 
hold as vice-president in charge of sales 
for Meadows in 1934. He became a 
director of Electric Household in 1937, 
president of Meadows in 1940 and vice- 
president of the parent concern in 1941. 
Earlier he was vice-president and gen- 
eral manager for eight years of the 
Grinnell Washing Machine Co., Grin- 
nell, Iowa. 


Philco Corp. 


William E. Kress has been appointed 
sales manager of the Middle West for 
Philco Corp., with headquartets in 


A. E. SCHANVEL 


July Ist, according to an announcement 
by P. B. Zimmerman, president of 
the organization. For the past six 
years Mr. Schanuel has been asso- 
ciated with the National Electrical 
Manufacturers Association as field 
representative of the National Ade- 
quate Wiring Bureau. 


Electromaster, Inc. 


Electromaster, Inc., peacetime pro- 
ducers of electric ranges, ovens, and 
hot water heaters, announces the ap- 
pointment of H. K. “Pete” Dewees, of 
Atlanta, as sales agent for the South- 
east. His territory will include Georgia, 
Alabama, North and South Carolina, 
Florida, and Tennessee. 

“Pete” Dewees was with Edison 
General Electric Appliance Co. for 20 





WILLIAM E. KRESS 


Chicago, it was announced recently 
by Thomas A. Kennally, vice president 
in charge of sales. Kress succeeds 
John M. Otter who was named sales 
manager for the Home Radio Division. 

Kress joined Philco in 1934 after 
eight years of experience in the radio 
industry. He spent two years in Chi- 
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H. k. DEWEES 


years, spending much of that time as 
district manager in various southern 
Cities. 

One of Dewees’ first acts as an Elec- 
tromaster representative was to appoint 
Air Engineers, Inc., of Birmingham, 
distributors of Electromaster for Ala- 
bama and western Florida. 
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Green gold. . not just the basis of a lawn 
or a base for a golf ball, but national resource 
“* No.1, responsible for more Westward emigration 
© than Sutter’s gold... Now the current agricultural 

revolution re-discovers new values, virtues, strains 

and species in GRASS! ... Names meaning nothing 
to city dwellers... Lespedeza, Ladino, Fescues, brome, 
vetches, Sudan, redtop, birdsfoot trefoil, bluestems .. . hold 
new hope and profit for farmers... Antidote to 
erosion, soil restorer, prime source of proteins plus 
vitamins A, Bi, D,G... grain saver, cutting the cost 
of beef, milk, mutton, pork . . . superior poultry feed 
when silaged with molasses, best potential profit crop 
on the best land—GRASS! 
New strains, seed combinations, new techniques 
of planting, grazing, harvesting are under test in the 
agricultural colleges, experimental stations, thousands of 
pasture lots... the widest research in history, exceeding  ~ 

in scale and significance any single industry effort! . . . 

Reported regularly by SuccessruL Farmine is the new 

saga of grass as prime business news for the nation’s most 

progressive farm group... for the profit of 42% of the 

farmers in the thirteen Heart states plus Pennsylvania 

and New York... farm families with better land, more 
power lines, more electrically lighted homes and the largest 
investment and cash income of all US farmers! 


gees 


Free from many urban expenses, major sustenance 
well secured, this SF audience has a larger margin than most 
high-bracket urban incomes, represents the best prospect 
group for replacements and new appliances, increased 
yl em powered machinery, intensive promotion 
. Exclusive medium to much of this market, major 












rk rips. > Wee ans sin to most of it—SuccessFuL FARMING is a 
ad iy, patie dlaate.*\ yy ew Mayle ey" 
bs Fro ago a tgs nyt lay Hilti id ee productive and direct approach to appliance sales 









and profits... Ask for supporting —and surprising 
—evidence! ...SuGCEssFUL FARMING, Des Moines, 
‘New York, Chicago, Atlanta, San Francisco, 
Los Angeles... 





rm 
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y | | 
KITCHEN ENSEMBLES 


You (Can BUY or SELL 
Without Priorities! 

















VIKING *‘*42" TRAYBILT "48" 


IMMEDIATE DELIVERY ON ALL MODELS 


Features include: Heavy gauge battleship 
quality linoleum tops; acid-resisting, non-por- 
ous, vitreous china sinks and tubs; chrome 
trim fittings and hardware; Paragon’s exclu- 
sive new Gliding Drainboard—Pat. Pending 


Retain this Ad for Reference. Call, Write or Wire for Price List E 


Paragon Utilities Corp. 50 vandamst., Brooklyn 22, New York 


Permanent Displays: N. Y. Furniture Exchange, Space 1613 * Chicago Furniture Mart, Space 1044 
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Remington Rand, Inc. 


Ralph P. Fahey, since Pearl Harbor 
personnel director of the Bridgeport 
Propeller Division of Remington Rand, 
Inc., has been named national service 
manager of the Electric Shaver Di- 
vision of that company, succeeding E. 


headquarters of the company’s air con- 
ditioning and commercial refrigeration 
activities are located. He succeeds 
J. P. Rainbault, who resigned as of 
June 30. 

Prior to his new appointment, 
George Prout was manager of the in- 
dustrial control division in the com- 





RALPH P. FAHEY 


C. Holloway, who resigned to establish 
his own business in Denver, Colo. 
Mr. Fahey has spent most of his 
business life in the shaving industry. 
Shortly after the first World War, he 


erected and operated the London, Eng- © 


land, factory of the Gillette Safety 
Razor Co. Mr. Fahey joined Reming- 
ton Rand when the latter introduced 
the Remington electric shaver. 


Schick Service, Inc. 


L. H. Simmonds, who has been act- 
ing as postwar planning coordinator 
for Schick Incorporated, has been pro- 
moted to the post of general manager 
of Schick Service, Inc., with the 37 
key city service stations, under his su- 
pervision. The announcement was 
made by Kenneth C. Gifford, president 
of Schick Incorporated. 

Mr. Simmonds joined Schick in 1940 
as manager of Schick Service in Cleve- 
land, Ohio, and supervisor of the 
Cleveland sales territory. From that 
post he entered the U. S. armed forces, 
serving as captain in the Ordnance 
Department until early this year when 
he was assigned to inactive duty. Since 





ia 


L. H. SIMMONDS 


then he has been in the Stamford, 
Connecticut, headquarters of Schick 
Incorporated. 


General Electric 


General Electric announces the ap- 
pointment of G. R. Prout as manager 
of the air conditioning and refrigera- 
tion division of the appliance and 
merchandise department. He will be 
located in Bloomfield, N. J., where 


G. R. PROUT 


pany’s general office at Schenectady. 
He has been with G-E since his gradu- 
ation from M.LT. in 1923. In June, 
1923, he became a representative of the 
small motors sales department at Lynn. 
He covered the New England district 
for that department in a service engi- 
neering and survey capacity until his 
transfer, in 1924, to G-E’s southwestern 
district with headquarters in Dallas, 
Texas. 

Mr. Prout worked out of Dallas as a 
motor and industrial control specialist 
and in 1927 added the contacting of the 
petroleum industry to his duties in the 
same district. In 1939 he became man- 
ager of General Electric’s industrial 
department for the entire southwestern 
district and remained in Dallas until he 
moved to the company’s general offices 
in Schenectady in charge of industrial 
control sales. In 1941 he was appointed 
manager of the industrial control di- 
vision. 


Clark Water Heater Div. 
McGraw Electric Co. 


A. E. Julian, general manager of the 
Clark Water Heater Division of the 





ALLAN C. DAVEY 


McGraw Electric Co. has announced 
the appointment of Allan C. Davey as 
sales manager of the Division with 
headquarters at the Clark Water 
Heater factory in Chicago. 


Former Utility Official 


Mr. Davey was formerly sales man- 
ager of the Wisconsin Public Service 
Corp. and for many years has been 
prominently identified with the electric 
industry in the state of Wisconsin. 
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CONSUMERS. 100, have “Postwar Plans” 


This little lady, though you might never guess it, is 
thinking well beyond the immediate Postwar Period. 
She’s planning a home. A permanent home. A home to 


take pride in, for years and years. 












She now has money—a lot of money—salted away in 
War Bonds and savings deposits. She also has excellent 
credit that she someday can use to buy the better 
things she has always wanted and only now can afford. 

Multiply this young lady by several 
million and you have the ‘“‘cream”’ of the 
Postwar Market—folks that will buy the 
“‘best”’ because they want it and hope to 
keep it the rest of their lives. 

Products finished in porcelain enamel 
have a strong appeal for such buyers. They 
love the brilliant beauty of this ageless 
finish and the ease with which it can be kept 
clean. Even more important, they appreciate 
its acid-resisting and fireproof qualities and 
the fact that it is entirely immune to nor- 
mal wear and scratches. It’s one thing 
they’re looking for—a lifetime finish. 


Sales are made easier when the product 


is finished in PORCELAIN ENAMEL 











TOMORROW, AS IN 





TODAY’S PORCELAIN ENAMEL IS Ftighly Realient 


Thinner coats and better bonding qualities In beauty, too, the new thinner-coat por- 
make today’s porcelain enamels more dur- celain enamels are superior to the finest of 
able than ever. Without any sacrifice of Prewar products. Greater opacity (or 
wearing properties, they’re now tougher .. . whiteness) of the frit retains all the bril- 
actually resilient ... more shockproof and liance for which this finish is noted. Many 
impact resisting. new colors are also available. 


. 


For more information about today’s bet- 
ter porcelain enamels, write... 








FERRO ENAMEL CORPORATION - CLEVELAND 5, OHIO — 


PORCELAIN ENAMELS WILL BE MADE WITH FERRO FRIT, CLAY AND COLORS . .. AND IN FERRO-BUILT PORCELAIN ENAMELING FURNACES. 
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HOW TO GET REAL PROFITS 


There is no doubt that the sale of oil heating 
equipment will be a lucrative business after the war. 
The only questions to decide are: what type and what 
make to handle. We know that the majority of 
homes, both new and old, will be heated with less 
than three quarts of oil per hour (figure 35,000 BTU 
input per quart)—and that home owners will demand 
automatic oil heat. 

You know that this demand cannot be met by pres- 
sure type oil-burning equipment, which is not satis- 
factory in such small capacities. Therefore, the biggest 
volume of postwar sales will be in the vaporizing type 


oil burning units... AND in this type equipment... 








H. C. Little 











Mnad the fidld! 


With the Only Automatic Vaporizing Type 
Oil Burner Employing Electric Ignition 


In fact, H. C. Little dealers will be the only heat- 
ing equipment dealers in America who can meet the 
postwar demand with factory assembled units which 
combine fully automatic operation, electric ignition, 
thermostatic control and vaporizing burners. These 
units include oil-burning floor furnaces, wall furnaces, 
circulating heaters and hot water heaters—a complete 
range of sizes and types of automatic oil heat especi- 
ally designed for small homes. 


J WRITE FOR THE FREE 
BOOKLET—Get a copy of 
“How to Get Real Profits 
in Postwar Heating”. Find 
out how we can go after 

that postwar market 
together. 














Tay to Manage 
Chicago Admiral Branch 


Clarence S. Tay, for the past 12 
years Chicago branch manager of the 
‘Crosley Corp., has been appointed 
manager of Appliance Distributors, 
Inc., Chicago branch of Admiral Corp. 





CLARENCE TAY 


Previous to his association with 
Crosley, Tay owned and operated the 
Tay Sales Corp.—radio distributors in 
the Chicago area. 


Grand Home Appliance Co. 


David L. Edelmuth has resigned his 
post as vice president and sales man- 
ager of the Grand Home Appliance 
Co., according to a recent announce- 
ment by James Mitchell, president, who 
reports Mr. Edelmuth has accepted 
an executive sales position with the 
Brewing Corp. of America. 


Edison G-E Appliance Co. 


F. C. Margolf has been appointed 
manager, Home Laundry Equipment 
Sales Division, Edison General Elec- 
tric Appliance Co., effective immedi- 
ately, according to G. H. Smith, gen- 
eral sales manager. 

Mr. Margolf joined the Hotpoint 
organization in 1937 as a specialist on 
home laundry equipment, having been 
previously with the Laundry Equip- 
ment Division of the General Electric 
Co. Recently he has been assigned to 
commercial cooking equipment work 
with the U. S. Government in Wash- 
ington. 


Appliance Co., Inc., it was also an- 
nounced by Mr. Smith. Headquarters 
are in San Francisco for the region, 
which comprises the districts of Salt 
Lake City, Los Angeles, and Seattle. 
Schafer joined Hotpoint in 1924 as 
an engineer in the contmercial cooking 
sales division. Later he was manager 





WARD R. SCHAFER 


of the product service division for six 
years; and when the war interrupted 
manufacturing and sales, he was man- 
ager of the range sales division. 


"Rock" Smith Resigns 
As Hotpoint Sales Head 


G. H. “Rock” Smith, general sales 
manager of the Edison General Elec- 
tric Appliance Co., Chicago, resigned 
recently, according to an announcement 
by R. W. Turnbull, president. 

At the time of writing, no successor 
had been named to the post and Mr. 
Smith had not announced his future 
plans. 


Carle Robbins Joins 
Advertising Agency 


Tracy, Kent & Co., Inc., New York, 
announces the addition of Carle B. 
Robbins to its executive staff. Mr. 
Robbins’ duties will comprise both 
copy and account supervision. 

During the past ten years Mr. Rob- 
bins has been with the advertising di- 
vision of the Appliance and Merchan- 
dise Department of the General Elec- 
tric Co, In addition to his advertising 
duties, Mr. Robbins has been editor of 
the Monogram, the company’s inter- 





F. C. MARGOLF 


For the present, Mr. Margolf will 
retain his Washington office and con- 
tinue his government activities. 


Schafer to Western Region 


Ward R. Schafer has been appointed 
regional sales manager of the Western 
region for Edison General Electric 


AUGUST, 


CARLE 8. ROBBINS * 


national magazine. Until its suspen- 
sion, he was editor of the A. & M. 
Department’s News Graphic. 

Following World War I, in which 
Mr. Robbins served overseas as 2 
Captain of Infantry, he founded his 
own agency, The Robbins-Pearson Co. 
in Columbus, Ohio. 


1944—ELECTRICAL MERCHANDISING 








ELECT 


en- 
M. 


ich 
; a 
his 


Co. 


ING 





Profit 7ze@w@ by Using Our 


FACTORY SERVICE PLANS 


for Fractional-horsepower Motors 


Under these plans, General Electric will exchange 
or repair any inoperative G-E fractional-horsepower 
motor—except extremely old or obsolete models— 
regardless of the type or make of appliance to which it 
is applied. These Factory Service Plans have already 
proved themselves in regular use. 


HOW THESE PLANS CAN HELP YOU 


They will get service business for 
you. The fact that you can handle 
motor repairs promptly and satis- 
factorily will attract customers. 





They will enable you to give 
better motor service because you can 
rely on the G-E factory warranty. 


They will build customer confidence in your shop, 
because you will be able to handle the repair of 
practically any G-E fractional-hp motor, and return 
it with a new-motor warranty. 


They will reduce your service expense, because all 
repairs on G-E fractional-hp motors will be made 
at the G-E factory. You will not have to increase your 
personnel to handle this work. 


WHAT THE THREE PLANS COVER 


1. THE EXCHANGE PLAN. Covers the most 
commonly used types of G-E fractional-hp motors. 
Makes possible immediate replacement, from G-E 
field stocks or from your own buffer stock. Replace- 
ment motors carry the G-E new-motor warranty, 
except for finish. 
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Every week 192,000 G-E employees purchase more 
than a million dollars’ worth of War Bonds. 





2. SPECIAL REPAIR SERVICE 
PLAN. Provides for factory repair 
of semi-standard G-E motors* not 
covered by THE EXCHANGE 
PLAN, at established prices. Enables 

, you to make quick, accurate, on- 
= wade the-spot estimates. Repaired motors 
~w _ carry the G-E new-motor warranty, 
except for finish. 





3. REGULAR REPAIR PLAN. Covers motors 
not included in either of the other two plans, except 
extremely old or obsolete models. Inspection is made 
at the factory, and a cost estimate is submitted before 
work is started. These motors also carry the G-E new- 
motor warranty, except for finish. This plan rounds 
out this G-E service, and enables you to handle re- 
pairs on practically any G-E fractional-hp motor. 


HOW TO GET STARTED 


“= Your distributor has, or can ob- 
4 ‘tain, complete details on how to use 
P Le, these Factory. Service Plans. In- 

‘ wiltotar \wp formation on prices, exchange 
=" motors, stocks, and how to obtain 
SS AS service on the motors used 
on your line of appliances is avail- 

able. See your distributor, or write for Bulletin GEA- 

3989, which describes 

these plans in more de- 

tail. General Electric 

Company, Sec. F700-69, 
Schenectady, N. Y. 












When considering an electric range, focus your attention 
on the center of its beating units! If you find the T-K “Sym- 
bol of Service” there, you'll know that range will give 


the highest degree of heating and cooking efficiency. 


Chances are you'll see the T-K Symbol centered on the 
heating units on many of the finest ranges. They have 
long been standard equipment for the big majority of 
America’s Electric Range Makers. They also lead the 
field for replacement and reconditioning! Capitalize 
upon the reputation and popularity of the T-K “Symbol 
of Service.” Stock and feature T-K equipped Electric 
Ranges as well as T-K Replacement Units. May we send 


you details about our new dealer cooperation plan? 
a 
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Crosley Corp. 


Appointment of John W. DeLind, 
Jr. as director of exports of Crosley 
Corp. has just been announced by 
J. H. Rasmussen, Crosley commercial 
manager. 

Mr. DeLind served for 16 years with 
the Overseas Motor Service Corp., the 
division of General Motors then re- 





JOHN W. DELIND 


sponsible for export sales and service 
of all General Motors equipment and 
accessory products. Previous to that 
time, he had operated his own sales 
and export business. 

More recently, he acted as director 
of exports for the several divisions 
of the American Brake Shoe Corp. 


lig Electric Ventilating Co. 


S. E. Heyerick, formerly assistant to 
the late Walter H. Hallsteen, has been 
appointed purchasing agent of the Ilg 
Electric Ventilating Co., Chicago, ac- 
cording to a statement released by J. M. 
Frank, president. 





S. E, HEYERICK 


In April, 1924 Mr. Heyerick became 
associated with the Ilg organization, 
serving in the Engineering Dept. Six 
years later he was transferred to the 
Purchasing Dept. where he was an 
assistant to Walter Hallsteen until the 
latter’s death in January, 1944. 


Westinghouse Electric Supply Co. 


Appointment of H. I. McConnell as 
Central District manager of the West- 
inghouse Electric Supply Co., with 
headquarters in Detroit, Mich. was 
announced today by D. M. Salsbury, 
general manager of the company. 

Since 1940, Mr. McConnell has been 
manager of the Virginia Division, with 
headquarters at Richmond, Va. 

He joined the H. C. Roberts Elec- 
tric Co. at Philadeelphia, Pa., in 1916, 
and joined Westinghouse when they 
purchased the Roberts Co. He was 
named appliance manager for Westing- 
house’s Middle Atlantic District in 
1937. 


Bennetts Secretary-Manager 
Of Kansas City League 


Harry F. Bennetts, technician with 
the Kansas City branch of the Alumi- 
num Company of America, has been 
appointed secretary-manager of the 
Electric Association of Kansas City 
succeeding the late Harry E. Moore. 

Mr. Bennetts was born in Minneapo- 





HARRY F. BENNETTS 


lis, Minn., in 1905 but has lived in 
Kansas City most of his life. He is a 
graduate of the Northwestern School 
of Commerce, where he majored in 
finance, graduating in 1928. At one 
time he operated his own business in 
Kansas City, manufacturing cellophane 
bags. He is married and has four 
children. 


Monongahela West Penn P. S. 


Mrs. Edna Miller Copeland has been 
named Home Economics Director of 
the Monongahela West Penn Public 
Service Co., Fairmont, W. Va., 

Mrs. Copeland is not new to com- 
pany circles, having been employed to 





ee 
- 


MRS. EDNA COPELAND 


conduct special surveys and perform 
other duties for the company over the 
last three-year period. She holds a 
bachelor’s degree in home economics 
from West Virginia University and a 
master’s degree from Columbia Uni- 
versity. 


John Meck Industries 


Harry T. Byrne has been appointed 
to the position of advertising and sales 
promotion manager of the John Meck 
Industries, Plymouth, Ind., it was an- 
nounced recently by company officials. 

Mr. Byrne is a veteran in radio ex- 
perience and for the past eight years 
has handled various executive posi- 
tions in sales, merchandising, sales pro- 
motion and advertising for the Majes- 
tic Radio and Television Corp., his 
appointment fills an important post in 
the Meck organization and he is ex- 
pected to play a leading part in the 
development of the company’s post-war 
program. 
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Mr Stone is not buying the 





4 September Companion for his wife 














E buys the Companion each month for 
himself. 'That’s good business sense. 
n He’s a business man. 

P The Companion is a woman’s magazine to 
be sure! But Mr. Stone is a retailer whose job 

ni- . . . 
to is to make women want what he sells. The Companion helps him by 

providing ideas that aid in moving merchandise. 

Every month the Companion gives information to millions of 
intelligent women. It keeps them posted. They use its pages as 
buying guides. 

Companion pages which are packed with buying information 
for women are rich with selling information for dealers. You 
should read W oman’s Home Companion every month as a standard 
business practice. 

THE COMPANION, FOR SEPTEMBER, con- everything is designed to meet their personal 
tinues to tell its readers of the latest requirements. The essential allowance of one 
mechanical household helps, with special light circuit for each 500 feet of floor area 
emphasis on electrical equipment. In one is carefully observed. Included are such 

— article we plan a home — and one page is up-to-the-minute devices as an electrically 

- the given over entirely to electrical equipment operated laundry, refrigerator, dishwasher, 

is a under the special title — “How the Johnsons mixer, toaster, coffee-maker, ironer, etc. 

mics Can Plan for Electrical Equipment.” Companion Editors thought this article so 

nd a This feature was prepared specifically at interesting that others of its type will be 

Uni- the request of one of the thousands of regularly featured in the Companion. 
Companion reader families —the Johnsons This is manufacturer-dealer promotion, 
of Erie, Pennsylvania, In the Johnson home, _ tangible and designed ¢o move merchandise. 

rinted 

sales 

Meck 
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icials. 

io ex- WOMAN’S HOME 

years . 

posi- 

Majes- 

p., his THE CROWELL-COLLIER PUBLISHING COMPANY, PUBLISHERS OF 

Dost in WOMAN’S HOME COMPANION, COLLIER’S, THE AMERICAN MAGAZINE 
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‘I gotta date with 1000 Jeeps! 
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F AIR EXPRESS shipments could talk—and knew 


where they were going and why—we wouldn’t 


have to urge you to ship when ready, especially if 


you are a manufacturer of war materials. For early 


shipment is the way to be certain of earliest possible 


delivery. Don’t let shipments lie around for routine 







end-of-day pick up. Call ark EXxPREss the instant 
the label is on. No matter what the label says, 
it isn’t AIR EXPRESS until it’s on a plane! 


A Money-Saving, 
High-Speed Wartime Tool 
For Every Business 


As a result of increased efficiency developed to meet wartime 
demands, rates have been reduced. Shippers nationwide are 
now saving an average of more than 10% on Air Express 
charges. And Air Express schedules are based on “‘hours”’, 
not days and weeks—with 3-mile-a-minute service direct to 
hundreds of U.S. cities and scores of foreign countries. 


WRITE TODAY for ‘Vision Unlimited” — an informative booklet 
that will stimulate the thinking of every executive. Dept. PR-8, 
Railway Express Agency, 230 Park Ave., New York 17, N. Y., 


or ask for it at any local office. 





Phone RAILWAY EXPRESS AGENCY, AIR EXPRESS DIVISION 
Representing the AIRLINES of the United States 
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Norma-Hoffman 


Norma-Hoffmann Bearings Corp., 
Stamford, Conn., announces the elec- 
tion of D. E. Batesole as vice-president 
and chief engineer. Mr. Batesole has 
been a member of the firm’s Engineer- 
ing Department for over 25 years, and 
has been chief engineer since 1937. 


Grand Home Appliance Co. 


James Mitchell, president of the 
Grand Home Appliance Co., Cleveland, 
Ohio, has announced the appointment 
of W. L. Marshall as sales manager. 

Spending the past five and one-half 
years in Chicago, Mr. Marshall served 





JAMES MITCHELL 


two years as vice-president and gen- 
eral manager of a well-known 4A ad- 
vertising agency which handled such 
standard products as Carnation Milk, 
Toastmaster, Victor Adding Machine, 
and others including Arnold Schwinn 
and Co., builders of “Schwinn-built” 
bicycles. 


Winter Stokers 


W. T. Winter, president of Consoli- 
dated Industries, Inc., manufacturers 
of the Winter automatic stoker, an- 
nounces the election of Lloyd W. Reed 
as vice president in charge of engineer- 
ing design, and the appointment of 
Harry Whomes as chief tool designing 
engineer. 

These two outstanding stoker engi- 
neers bring to the new organization 
at Indianapolis a wealth of experience 
and practical stoker knowledge. Mr. 
Reed has been in the stoker business 
for the past 15 years. He has served 
as chief designing engineer for two 
leading stoker companies. Mr. 
Whomes’ stoker experience dates back 
to 1903. 

Born in 1912, Mr. Reed started his 
career in the stoker industry as a 
draftsmen for Schwitzer-Cummins Co. 
and was later advanced to chief design 
engineer of the Stokol Stoker Division, 
serving this firm for eight years. Seven 
years ago he became chief designing 
engineer of the U. S. Machine Corp., 
manufacturers of Winkler  stokers, 
which capacity he has held until his 
present connection. 


Eureka Vacuum Cleaner Co. 


Three former members of the field 
organization have rejoined Eureka 
Vacuum Cleaner Co. in various war 
production capacities, it was announced 
by George T. Stevens, vice president. 

John Scurle, former manager of the 
Huntington Division, has returned to 
the company after operating his own 
Eureka sales and service business. 


AUGUST, 1944—ELECTRICAL MERCHANDISING 


Dean L. Lynch, former Eureka 
wholesale manager in western Pennsyl- 
vania, Ohio and northern West Vir- 
ginia, has returned to the company 
after completing special training work 
with the Corps of Engineers attached 
to the Army Air Force. 

L. E. Loveland, who was in the com- 
pany’s field sales department, rejoins 
Eureka after war service in produc- 
tion planning with the Aero Supply Co. 


Victor Electric Products 


C. L. Harrison, president of Victor 
Electric Products, Inc., has announced 
the appointment of Frank L. Uhling as 
controller of the Victor Co. Mr. Uh- 





FRANK L. UHLING 


ling is a past president of the Cincin- 
nati Chapter of The National Associa- 
tion of Cost Accountants, and is now 
serving as treasurer of the Cincinnati 
Control of the Controllers Institute 
of America. 


Graybar Electric Co. 


On July 1, R. D. Hyneman became 
commercial manager at Graybar’s 
Portland, Oregon location. 

Mr. Hyneman, whose service record 
with Graybar numbers 27 years, is a 
member of the Electric Club of Wash- 
ington, the Northwest Electric Light 
and Power Association and the Elec- 
tric Club of Portland. Mr. Hyne- 
man’s career started as a claims clerk 
at Seattle in 1917. In 1920, he was 
transferred to Tacoma where he as- 
sisted the manager until 1922 when 
he went to Portland as service super- 
visor. He went back to Seattle from 
there and returned to Portland in 1942 
as office procurement advisor. 


Capelli to Los Angeles 


David H. Capelli has been appointed 
merchandising manager at Graybar’s 
Los Angeles office handling radios, 
electrical appliances, and hearing aids. 

Mr. Capelli started his Graybar 
career in 1934 as a salesman at Gray- 
bar-San Francisco and was made mer- 
chandising manager of that branch in 
January, 1940. Later that same year, 
he was transferred to Salt Lake City 
as merchandising manager, which 
position he has held until his recent 
appointment. 


Mrs. Rutherford Becomes 
President of Sterchi Bros. 


The new president of Sterchi Broth- 
ers Stores Inc., a chain of 31 furniture 
and appliance stores in the South, is 
Mrs. Dawn Rutherford. She succeeds 
her husband, the late C. C. Rutherford. 
who died June 11. Headquarters ot 
the store are in Knoxville, Tenn. 
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The powerful 2 way F-M 
Radio Unit built for the U.S. 


| 

| 

| 

| 

| 

eS 

| Signal Corps by Motorola 
; Radio Engineers. This 
| ¢quipment is used on jeeps, 
| half-tracks, tanks and other 
motorized combat vehicles. 
| 














A retail radio business can be no better 
than the performance of the radio sets it 
offers for sale. Upon that basis Motorola 
dealers have prospered in the past and 
it is upon that basis that they will be 
able to build a larger and more profit- 
able business in Post War America. 
Motorola performance has been good 


in war as it was in peacetime. Motorola 


















‘Motorola Dealers have a guaranteed Future 


national advertising has carried the story 
of Motorola wartime performance to the 
entire American population. 
MOTOROLA RADIOS WILL BE 
BETTER THAN EVER 

Post War customers, hungry for im- 
proved radio, will find deep and lasting 
satisfaction in the performance of 


Motorola F-M Radios for Home and Car. 


GALVIN MFG. CORPORATION CHICAGO 51 





F-M RADIO * AUTOMATIC PHONOGRAPHS ¢ TELEVISION © F-M POLICE RADIO * RADAR © MILITARY RADIO COMMUNICATIONS 
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General Mills, Inc. 


Harry A. Bullis, president of Gen- 
eral Mills, has announced the appoint- 
ment of Roscoe E, Imhoff as sales 
manager in charge of home appliance 
sales with headquarters in Minne- 
apolis. The home appliance line is part 
of the company’s Mechanical Division 
under the supervision of A. D. Hyde, 
vice-president of General Mills. 































ROSCOE E. IMHOFF 

















General Mills’ expansion’in the home 
appliance field is an outgrowth of post- 
war planning for its Mechanical Divi- 
sion which is now engaged in the 
production of high precision Naval and 
Army Ordnance. 

Imhoff has resigned his position as 
vice-president and general sales man- 
ager for the Proctor Electric Co. of 
Philadelphia to accept this new post. 
His career in the electrical and appli- 
ance business begins in 1919 when he 
started in the Mansfield, Ohio, West- 
inghouse plant as production clerk. In 
1921 he became assistant purchasing 
agent and in 1923 went to the sales de- 
partment where he was appointed as- 
sistant manager of the appliance sec- 
tion. In 1926 he became manager of 
the appliance division with the respon- 
sibility of marketing the entire line of 
home appliances. He became sales 
manager of the merchandising division 
in 1932 and handled advertising and 
sales promotion for heating appliances, 
fans, vacuum cleaners, washers, iron- 
ers, ranges, dishwashers, refrigerators 


Where do strangers in . 
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Philadelphia as vice-president and gen- 
eral sales manager. 







Georgia Power 





Richard F. Broadbent, associated 
with the Georgia Power Co. for 14 


Men and women in the armed forces, _ cations as“Electrical Contractors,” “Radio | years, recently resigned to accept a 
position with the Coca-Cola Co. Mr. 














many with families, are moving to strange Dealers & Service,” ‘““Vacuum Cleaners,” Broadbent was emplaget by - power 
ah 4 ; : company as small-appliance sales pro- 
towns and cities. War workers are find- “Washing Machines.” moter, manager of the Atlanta Main 
° = ‘ 4 R , P store, and acting manager of the De- 
ing themselves in new industrial centers. Advertisers in the Classified are helping catur store. At the time of his resig- 
, , " nation he was senior customer service 
‘Where do these newcomers find help- strangers, as well as people in their own representative at the latter store. 
ful buvi d * inf . 9 +.° ° ° Succeeding Mr. Broadbent is Edwin 
ul buying and service information? cities, to save time. Good-will promoted M. Dyer who comes to Decatur from 






’ ° ° ° the Inman store where he served as 
Where do they find dealers for trade- through this dependable guide helps stimu- sutior Gastdieni cation denbenadaalll 


marked products? The answer is “in the _ late post-war sales. ee ane ee oer 


alle ' As rapidly as th be employed, 
Classified” — the ‘yellow pages’ of the .Call your telephone company Business | Georgia Power Co. is adding 32 mem 
telephone directory. This popular guide Office to learn how to become aa 70" ec rnge roa ‘fl 
has the who...what...where information _ identified with the advertised 


charge of sales. These new employees 
about local merchants under such classifi- brands you represent. 








are in addition to the rock-bottom staff 
established for 1943. At the turn of 
the year, the company employed 217. 
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® Many good products, sound engineering, 
efficient manufacturing, alert management, ag- 
gressive advertising and merchandising have all 
contributed to this success. And all this sales- 
producing power will be behind all Arvin Prod- 
ucts when the war is won. 


Then, a complete new line of Arvin Radios will 
be ready for the trade—models that sell fast— 
from small table sets to big combinations—with 
record players and changers—with AM and FM. 
Other Arvin Products, such as small electrical 
appliances, will make money for you, too. 


Until then, Arvin national advertising will con- 
tinue to carry on, as it has for 20 years past— 
appearing in full pages this year, in all the lead- 
ing magazines pictured below. 





NOBLITT-SPARKS INDUSTRIES, INC. COLUMBUS, INDIANA 


- 


Awarded to the men and women 
of four of our Columbus piants 


LET’S KEEP ON BOOSTING WAR BOND BUYING 
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HIGHLIGHTS OF PROGRESS 


In the early years, before expanding into household markets, 
the company served only the automotive industry—making 
pumps and tubing parts for car manufacturers and the mani- 
fold type of Arvin Car Heater. 


In 1928, the Arvin Hot Water Car Heater was introduced to the 
trade and many millions were sold in the years before the war. 


In 1929, the company began to serve the electrical and house- 
ware trade with products such as the Arvin Bathroom Electric 
Heater. Sold in big volume every year before the war. 


In 1933, Arvin Radios were introduced—first for the car and 
later for the home. The company built and sold more than 
500,000 home radio sets the last peacetime year of 1941. 


In 1940, the company began to serve the furniture trade with 
Metal-Chrome Dinette Sets and Outdoor Metal Furniture. This 
line accounted for several million dollars in sales volume before 
the war. 


For two years now, the company’s 10 plants have been com- 
pletely engaged in the production of radio and electronic equip- 
ment and many other products for war. 


Wartime sales volume grew to over $31,000,000 in 1943 with- 
out the need for borrowing money from banks or government. 
With capital and surplus in excess of $7,500,000 today, the 
company is in a strong position for the development of new 
products and bigger markets for you. 








This advertisement 
Will appear in: 


THE LADIES’ HOME JOURNAL 
relele}o mi lel'} 14.4244), ic) 
BETTER HOMES & GARDENS 
THE AMERICAN HOME 
HOUSE BEAUTIFUL 
THE PARENTS’ MAGAZINE 





Share the Profits of the 
YPS PEACETIME KITCHEN BUSINESS 


YPS dealers will have the advantage of: 
Continuous national advertising, factory supervised 
training which gives them the “know how” to 
sell more kitchens with lower sales cost, dealer 
helps, displays, beautifully illustrated catalog, and 


other tools with which to interest prospects. 





YOUNGSTOWN PRESSED STEEL DIVISION 
Mullins Mfg. Corp., Dept. EM-844, Warren, Ohio 


Please send me YPS booklet, “Get Ac- 
quainted with Your Kitchen Business.” 


Ee ee eT ee ee eC ee Ee, es 
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DISTRIBUTOR APPOINTMENTS 











Crosley Corp. 


Caroline Electric Appliance Co. has 
been appointed distributor for The 
Crosley Corp. in southeastern South 
Carolina, it was announced recently by 
B. T. Roe, distribution manager. 

This firm is a newly organized com- 
pany and consists of a partnership in 
which T. B. Morgan is principal part- 
ner and H. H. Higgins is partner and 
general manager. ; 


Rochester Distributor 


Appointment of O’Donnell-Dunigan 
Company, Inc., as distributor for Cros- 
ley in the Rochester territory is also 
announced by Mr. Roe. 





J. M. DUNIGAN 


This firm has just been incorporated 
by E. M. O’Donnell and J. M. Duni- 
gan, and will be located at 201 Main 
Street W. in Rochester. 


Horton Mfg. Co. 


The Horton Mfg. Co. has announced 
the appointment of three West Coast 
distributors to handle its line of wash- 
ing machines and ironers. 

These distributors are: (1) The 
Seattle Radio Supply Co., 2117 Second 
Avenue, Seattle, Wash, (2) The 
Standard Sales Co., West 1219 First 
Avenue, Spokane, Wash., and (3) 
Appliance Wholesalers, 406 S. E. 
Grand Avenue, Portland, Ore. 

G. A. Reeves is president of the 
Seattle Radio Supply, which is ap- 
pointed for the Seattle territory and 
Alaska. 

The Standard Sales Co. will cover, 
in addition to the Spokane territory, 
Eastern Oregon, Montana and part of 
Idaho—the “Inland Empire”. H. D. 
Severson is president of this concern 
and H. M. Neighbor is manager. 

Appliance Wholesalers will cover 
Western Oregon and the River Coun- 
ties of Southwestern Wash. R. G. 
Masters is manager of the company. 


Admiral Corp. 


Luthe Hardware Company, Des 
Moines, Iowa, has been appointed Ad- 
miral distributor for the central sec- 
tion of Iowa, according to an an- 
nouncement by J. H. Clippinger, vice 
president in charge of sales, of Admiral 
Corp. 

Prewar, the company was distributor 
for Stewart-Warner appliances. Of- 
ficers are: C. J. Luthe, Jr., president; 
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H. P. Luthe, treasurer; F. P. Luthe, 
secretary; L. E. Coffin, vice president ; 
and B. L. Scherer, sales manager. 


Graybar in St. Louis 


Graybar Electric Co. of St. Louis 
has been appointed distributor of Ad- 
miral radios and major appliances for 
southern Illinois and eastern Missouri. 
W. E. Henges is the St. Louis district 
manager. 


McKay in Washington 


William O. McKay Co., distributors 
of Ford, Mercury and Lincoln Zephyr 
cars, have been appointed Admiral dis- 
tributors, according to an announce- 
ment by J. H. Clippinger, vice presi- 
dent in charge of sales of Admiral 
Corp. 

The McKay Co. was founded in 1922 
as an, automobile and appliance dis- 
tributor in the state of Washington. 
They were pioneer radio and appliance 
distributors in this territory. William 
O. McKay is founder and owner of 
the company. 

C. V. Tinker will manage the McKay 
Appliance Co., and will direct all sales 
and distribution of Admiral products 
in Seattle and Spokane. Tinker started 


- with McKay in 1922 and was in their 


Appliance Division prewar. 


Gibson Refrigerator Co. 


Gibson Refrigerator Co. announces 
the appointment of new distributors in 
some areas and a change in status or 
territory in others. 

Following are newly appointed dis- 
tributors: Graybar Electric Co., Inc., 
Pittsburgh, Pa.; Newburgh Distribut- 
ing Co., Newburgh N. Y.; George C. 
Stafford & Sons, Laconia, N. H.; Es- 
kew, Smith & Cannon, Charleston, W. 
Va.; Cleveland Distributing Co., 
Cleveland, Ohio, which will also cover 
the Akron territory; and Tri-States 
Distributing Co. El Dorado, Ark., 
which will also handle the Shreveport 
and Longview territories. 

The Guardian Sales & Service Co. 
of 312 Fifth Ave., New York City, 
formerly exclusively selling apartment 
installations, will in the future sell the 
general line at wholesale as well. The 
H. R. Basford Co. of San Francisco. 
Gibson distributor for several years, 
will sell also in the Sacramento terri- 
tory. 


Thor Manufacturer 
Reports for 1944 


Chairman E. N. Hurley of the Elec- 
tric Household Utilities Corporation, 
manufacturers of Thor washing ma- 
chines and Gladirons, has reported the 
results of the 1943 operations. 

These show a net profit of $452,249 
which is equal to $1.17 a share on the 
outstanding stock. Taxes were $1,790,- 
744 equal to $2.79 per share; $219,014 
was charged to depreciation. 

Mr. Hurley referred to an item of 
$950,000 not included in current assets. 
This represents inventory of finished 
washers and ironers, materials and 
parts in process. Since the War Pro- 
duction Board restrictions forbid 
civilian sales of washers and ironers, 
this item is considered noncurrent 
until the restrictions are lifted. 

















there’]] be -..Wwhen appliances and equipment 
can again be manufactured, thousands 
Good Money of home owners will insist on a new 
= Emerson-Electric Kitchen Ventilator 
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When peace comes... 


it will be Grand 
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GRAND HOME APPLIANCE COMPANY ¢ CLEVELAND, OHIO 


What price postwar gas ranges? Prices, 
of course, will be determined largely 
by postwar production costs, and pos- 
sibly by government regulations. But 
whatever the price brackets, you can 
be sure that GRAND Gas Ranges will 
be sold on a stable, maintained price 
structure . . . with proven margins that 


will produce profitable business for 


GRAND dealers. 


And whatever the prices, you can be 
sure that Grand’s advanced features 
will give your customers an excep- 


tional range value for their money. 





Universal Offers New 
Direct Mail Service 


Continuing its policy of adding new 
services to the “U” Plan for “V” Day 
to assist dealers in their post-war plan- 
ning, Landers, Frary & Clark has in- 
corporated a novel plan created to 
build lists of prospective customers. 
Known as the “100 Letter Plan” it is 
a flexible, direct mail service designed 
for easy, economical customer contact 
and is in the nature of an insurance 
policy for post-war business at a low 
rate. 


Test Mailings Made 


The “100 Letter Plan” is based on a 
pre-tested formula which has resulted 
in excellent returns of approximately 
$300 of post-war business per each 100 
letters mailed to consumers. Test mail- 
ings were made in 23 states among 
various types of dealers and resulted 
in $64,181 post-war business for a mid- 
west furniture dealer who mailed 4,000 
letters and received an average order 
of $147 from 423 returns. A hardware 
dealer mailing of 700 letters brought 
back $9,786 from 275 customers aver- 
aging $107 apiece. A specialty dealer 
receiving 331 returns from 2,100 mail- 
ings brought about $126 per customer, 
$41,706 in post-war business. 

The “100 Letter Plan” mailing kit 
is composed of a special check sheet 
letter and consumer folder outlining the 
“U” Plan for “V” Day. On one side of 
the letter is a list of appliances and 
housewares together with the 1941 
range of prices, plus space for esti- 
mated cost and total cost. On the 
other side is a letter telling of the 
dealer’s interest in the consumer’s post- 
war planning for appliances and house- 
wares, suggesting that she fill out the 
check sheet and return it to the dealer. 
Space on letter is left for dealer’s sig- 
nature and consumer salutation. 

“If a dealer were offered a business 
insurance policy for as little at $3.00 
per week that would guarantee his 
post-war appliance volume no doubt 
he’d sign up on the spot,” W. J. Cash- 
man, director of promotion and public- 
ity at the Universal plants said. 

“The ‘100 Letter Plan’ is in effect 
an insurance policy at a low rate, in- 





UNIVERSAL PLAN IN BANK—"U" Plan 
for “V" Day is now being featured by 
savings banks in many parts of the coun- 
try in cooperation with their deferred 
buying program. Attractive display in 
the Dime Savings Bank Home Institute 
has stopped hundreds daily who are 
signing up for post-war appliances at 
neighborhood dealers. 
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cluding stamps and other mailing 
charges, the entire dealer mailing of 
100 letters weekly costs less than $3.00. 
Dealers who are using it are finding 
their business outlook for post-war 
days brightening.” 


How Plan Works 


Estimating that it will take five 
consumers to produce $100 in post-war 
volume (this by dividing the Chamber 
of Commerce post-war appliance vol- 
ume analysis by the total number of 
families in the U. S.) a dealer who 
expects to do $30,000¢in appliance vol- 
ume following the war, can quickly 
assume that he must carefully cultivate 
at least 1,500 families. To develop a 
safety factor he should double this 
number. Using the 3,000 consumer fig- 
ure as a basis he then estimates the 
length of the war. Suppose he esti- 
mates the war to last 30 weeks. To tell 
these 3,000 consumer families about 
his ability to care for their post-war 
needs within thirty weeks his store 
would«need to mail 100 letters each 
week until the war ended. 


“< 


W ould® Standardize 
On Water Heaters 


In the interest of lower costs, sim- 
plified inventories of complete water 
heaters and repair parts, and a faster 
development of water heating load for 
utilities, it has been recommended by 
the Water Heating Committee of the 
Northwest Electric Light & Power 
Association that the N.E.M.A. stand- 
ards for electric water heaters be 
adopted as follows: 

Wattages: 600, 750, 1,000, 1,250, 
1,500, 2,000, 2,500, 3,000, 4,000, 5,000 
watts. 

Voltage: Design voltage, 236 volts of 
terminal when energized with rating of 
230-240 volts. 

Ratios — Voltage to Tank Capacity: 
Two unit heaters, 30 gals. or larger, 20 
watts per gal. for bottom unit and 30 
watts per gal. for upper unit, both to 
nearest standard wattage of units. 

Thermostat Setting: Adjustable thermo- 
stats with 150 deg. factory setting for 
all units. An “on-off” differential of 10 
deg. (plus 3 or minus-2) for bottom unit 
and 25 deg. for top unit. 

The committee asks that considera- 
tion be given to the possibility of more 
adequately standardizing tank sizes in 
the plumbing and manufacturing indus- 
tries. 

These recommendations followed a 
study made by the committee under the 
chairmanship of C. M. Turner and its 
12 members, who found that an analy- 
sis of the data submitted by its member 
companies showed a very narrow 
range of differences existing. 


Northwest Experience 


Electric water heating has been 
practiced to some degree in the North- 
west Territory since 1910. Circulat- 
ing types, of high and low wattage 
have been used to some extent. 
Insert types of heating elements also 
have been extensively used. Strap or 
lace-on types have been popular as 
well. Single element heaters have 
been used in some locations while in 
other places the multiple or twin ele- 
ment type heater has found favor. It 
was felt that during the 30 years that 
element water heating service has been 
given customers, an ample time has 
passed to discover common denomina- 
tors of demand. 
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AMERICA’S NO. 1 
POSTWAR PROBLEM 
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made Only by Driver-Harris ; 











Electrical heating elements wound with Nichrome* live a 


longer life of satisfactory service because 
and corrosion resistance properties. 


of perfected heat 


This exclusive Driver-Harris nickel-chromium product 
enjoys an enviable record with leading manufacturers of 
electrical appliances throughout the world. 


Nichrome™*. . 


. is a toast to longer life and improved 


performance in your electrical appliances, so specify it 


and other D-H resistance alloys when 
heating elements. 


CHICAGO + DETROIT + CLEVELAND + LOS ANGELES 





buying electrical 


* Trade Mark Reg. U. S. Pat. Office 


° " ° 
Driver -F larrts COMPANF 


HARRISON, N. J. 


+ SAN FRANCISCO + SEATTLE 








SAVES OIL 


That “Burning Question"—how to save oil and 
still provide adequate heat—is answered by the 
new ALLEN "Low Pilot’ Burner. 


tirely new standard in fuel economy, efficiency 


It sets an en- 


and convenience. Will be available in three sizes: 
the 10" burner consumes only | /33 of a gallon of 
fuel per hour when operating on low pilot. 


Investigate this and other ALLEN Appliances 


now. Write for information—address Dept. EM. 


ALLEN MANUFACTURING CO., INC. 
NASHVILLE, TENN. 





Quality 
| Stove Builders 
Since 1867 








ma & 7 | ALLEN'S COMBINATION 
, RANGE 
Model 4000 
Dual Oven 
Gas, Wood, 
or Coal Burning Range 











ALLEN'S OIL-BURNING PARLOR 
FURNACE 


Duotone Baked Enamel 
Model 4110-B 


& ee eine 


The pilot light in the 


10-inch burner uses 
less than 1/33 gallon 
of oil in a one-hour 
period, operating on 
low pilot. 

Listed as Standard by 





Underwriters’ Labora- 
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80 Percent of Locker Plants 
To Sell Home Freezers in Post-War 





F. F. DUGGAN 


A decided change of thought on the 
part of a great majority of locker plant 
owners regarding the home frozen food 
market is revealed by Hotpoint’s recent 
survey answered by 1,154 commercial 
locker operators. This is particularly 
evident on questions relating to the 
sale of home freezers, according to 
F. F. Duggan, manager of refrigeration 
sales division, Hotpoint. Approxi- 
mately 79 per cent of the operators 
signified their intention of selling the 
home units after the war while only 
seven per cent reported any prewar 
sales. 


Big Swing 


Whereas 1,072 answers showed no 
prior sales had been made, 910 oper- 
ators stated they intended to enter this 
sales field after the war. Listed by the 
survey as still uncertain regarding this 
question were 152 operators while only 
92—less than eight per cent of those 
answering the questionnaire—definitely 
were tabbed as not going to handle 
home freezers in post-war. 

‘Similarly revealing are the answers 
t6°a query asking how many locker 
plant operators “plan to sell, process, 
package and retail frozen foods after 
the war.” Of the 1,154 also answering 
this question, 80.8 per cent were tallied 
as affirmative, 6.1 per cent as uncertain 
and 13.1 per cent as negative. A break- 
down of the 933 affirmative answers to 
this question shows approximately 850 
of the operators intend to include both 
fruits and vegetables in their projected 
post-war frozen foods business while 
760 also will include meats. 

This trend is further confirmed by a 
73.8 per cent affirmative answer to the 
question: Do you intend to expand 
your operation for the retailing of 
frozen food after the war? Still listed 
as uncertain are 11.8 per cent of the 
1,154 total. 


Distribution by Truck 


About 77 per cent of the operators 
“plan to sell and distribute commercial 
brands of frozen food after the war,” 
with 18 per cent planning the distribu- 
tion of packaged foods by truck, on a 
scheduled delivery basis, to homes. An 
equal number still remain undecided on 
this method of distribution. 

To the lead-off question in the survey 
—Do you now process and package 
frozen food?—78.3 replied in the af- 
firmative. And on the following ques- 
tion—Do you now sell frozen food to 
retail customers ?—there were 51.6 af- 
firmative answers. Of the 596 operators 
answering “yes” to this question, 357 
now sell frozen meats, 533 sell vege- 
tables and 547 retail frozen fruits. 


AUGUST, 


The Hotpoint questionnaire elicited 
some 400 suggestions from the locker 
operators for “features which would 
be desirable in a frozen food home 
storage cabinet.” By far the greatest 
number of mentions keyed to a gen- 
eralized suggestion ran about as fol- 
lows: Have a combination household 
refrigerator and zero temperature 
holding cabinet. As for frozen food 
capacity in the home cabinet, 11 men- 
tioned 50 to 100 pounds as most desir- 
able while ten listed 40 to 50 pounds 
as the ideal size and seven suggested 
one week’s supply. 


Survey Shows Heavy 
Farm Freezer Demand 


The demand for home freezers after 
the war apparently will be particularly 
heavy in farm areas, if the present 
trend continues, according to potential 
sales figures posted by three separate 
surveys recently conducted by Midwest 
farm papers. A combined total of 321 
farm families spread over three states 
turned in answers to 408 questionnaires 
and 222 of these families indicated they 
would purchase this type of unit right 
now—if it was currently available. 


79 Per Cent Return 


Wallaces’ Farmer of Des Moines 
mailed 100 questionnaires to Iowa 
farmers, receiving 83 replies with 49 
of these signifying they would buy a 
home freezer immediately if the unit 
now was available. Directing question- 
naires to 200 Wisconsin farm families, 
the Wisconsin Agriculturist tabulated 
returns from 148 of them with 105 of 
this number definitely going on record 
as prompt purchasers of home freezers 
if now made available. In Minnesota, 
The Farmer circularized 108 farm 
women and received 90 answers, with 
68 of them stating they now were ready 
to step up for a home freezer. 

It thus is revealed that 69 per cent of 
the responders now are solidly sold on 
the home freezer idea. In fact, getting 
right down to an ultra-conservative 
base which even includes those farm 
families who did not reply to the 
questionnaire, 54.4 per cent of the total 
number circularized stated they now 
would purchase a home freezer, if 
available today. 


74% .Rent Locker Space 


Answers to another question carried 
in all three similar surveys disclosed 
that 74 per cent of the responders cur- 
rently rent locker space in a com- 
mercial freeze plant. The distance 
traveled from the home to the plant, 
as revealed by one survey, ranged from 
one-half mile to 50 miles, with the 
average distance a bit under seven 
miles, a round-trip drive of 14 miles. 
The average round trip figure as re- 
ported by another of the surveys was 
approximately 15 miles. Nearly a 
third of the responders to two of the 
surveys also indicated they had tried to 
rent a locker but had found none avail- 
able. About the same number of these 
same responders report they have pur- 
chased frozen foods, some regularly 
and others. occasionally. 
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THE OCEAN COMES 10 EMERSON 


Sea water was urgently needed recently by our research laboratories 
to simulate actual combat conditions for a serious test-check on an 
important Emerson Radio-Electronic device...a unit that plunges 
through the surf on many a hard-fought beachhead. 


This is but one of many unusual, practical tests constantly performed 
in the famous Emerson “Brain Cell”. Ingenious discoveries and 
improvements on war equipment are today enabling Emerson Radio 
engineers to pile up invaluable experience that will assure outstand- 
ing precision-built radio receivers tomorrow. 


Emerson’s great engineering ideas...coupled with Emerson’s ad- 
vanced styling, merchandising and advertising will win new millions 
of customers for radios that bear the name Emerson. The post-war 
Emerson franchise will be more profitable than ever before to the 


dealer interested in faster turnover, greater profit, increased volume. 
Ask Your Emerson Distributor for Details of the P.D.Q. Plan 


FOR TOMORROW...A THEATRE IN EVERY HOME WITH EMERSON RADIO TELEVISION 


himerson hadho 
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EMERSON RADIO & PHONOGRAPH CORPORATION, NEW YORK ll, N. Y. 


EMERSON’S PLATFORM: 
Good Product — Dealer Acceptance — Consumer Acceptance 
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Back on 


the job... 





No change in policy. 
No change in quality. Nochange 
in distribution channels. W.P.B. 
is permitting us to produce 
some can openers. Here’s hop- 





The juicer that gets ALL the juice, 


without rind-oil, pulp, or seeds. 





“3 Can-0-Mat 


Trade Mark 











beveled edges. 


Jce-O-Mat 


Trade Mark 


i * 
Broil-O-Mat* 
For steaks, chops, fish or fowl. Only 


adjustable electric broiler made. 
’ 


National Consumer Advertising schedule 


includes: 
House Beautiful 
Good 
Housekeeping 
Ladies 
Home Journal 











Bride’s Magazine 
Woman’s Home 
Companion 


MANUFACTURING COMPANY 
KANSAS CITY 1, MISSOURI 


Miginalinlh 
FIRST with oa Streamlined 
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Opens cans of all shapes, 


and sizes, leaving smooth 


Easily crushes cubes or 


lumps, fine or coarse. 





Radio Combinations Lead 
In Post-War Buying Survey 


The heaviest consumer demand in 
post-war radio buying may be focused 
on the radio-phonograph combination 
field. Of those who now plan to pur- 
chase a new radio upon resumption of 
manufacturing, 57 per cent want this 
type of set, 22 per cent will settle for a 
table model and 21 per cent intend to 
purchase a console. 

These figures are revealed in a recent 
survey conducted by Woman’s Home 
Companion among representative fam- 
ilies to obtain an up-to-the-minute pic- 
ture of radio in the home, as it is today, 
and what may be expected tomorrow 
when new models again are available. 
Mailed to 1500 subscribers, the ques- 
tionnaire was directed to families in 
each state and in population groups 
within each state so as to make the 
survey truly representative of Com- 
panion readership. Replies were re- 
ceived from 960 families, a 64 per cent 
return on the total mailing. 


65 Per Cent To Buy Set 


In reply to the survey’s opening 
question regarding their post-war radio 
buying plans, 65 per cent of the re- 
sponders answered in the affirmative 
and 32 per cent in the negative. Three 
per cent were undecided. A breakdown 
by income groups of those answering 
this question in the affirmative discloses 
that of those responders with income of 
less than $1000, 52 per cent intend to 
buy a new radio, 46 per cent will not 
be in the immediate post-war market, 
and the balance “don’t know.” While 
two-thirds of those families included in 
$1000-to-$3000 income brackets expect 
to purchase a new set after the war, 
the other third do not. Finally, in the 
$3000-and-over income group, three- 
quarters plan to buy a new set, 22 per 
cent gave negative answers, and three 
per cent “don’t know.” 








STILL GOING OUT—Remaining still on 
dealers’ small appliance shelves are cof- 
fee makers, and E. H. Sager, general 
sales manager, Cory Glass Coffee Brewer 
Co., Chicago, says they will continue to 
go out. As proof here is Miss Ottavia 
Stallon tossing up some merchandise ad- 
dressed to Treadway Electric Co. of Little 
Rock, Ark. 


Concerning those qualities most de- 
sired in a new radio, tone proved by 
far the most important, receiving 80 
per cent of the preference for first 
choice as against 16 per cent for the 
reputation of the manufacturer and 
only four per cent for appearance. 
While tone was overwhelmingly first 
in importance, however, radio owners 
indicated that manufacturers’ reputa- 
tion and appearance play a decisive 
part in the choice of a set when the 
tone of competing radios are practically 
equal. In answer to a direct question 
probing the loyalty to brands now 
owned, so far as four leading brands 
are concerned, a general conclusion 
might be drawn that about four out of 
ten prospective buyers, on the average, 
definitely plan to purchase a set of the 
same brand they now own. 


Who Makes the Choice 


Radio buying seems to be a dual 
proposition with husband and wife to- 
gether, according to 69 per cent of the 
returns, making the selection of new 
sets for the family. In 21 per cent of 
the cases, the wife alone makes the 
choice, while the husband alone decides 
on the family’s next radio only three 
per cent of the time. The children are 
influential factors in 11 per cent of the 
sales. Some responders volunteered 
more than one answer to this question. 

Approximately a third of radio 
owners answering the questionnaire are 
familiar with Frequency Modulation. 
Of these, 84 per cent considered it a 





necessity in their next radio. 

About 35 per cent of the subscribers 
reported they already have a record 
player in the home. Some have more 
than one type of player because a 
breakdown of answers shows 45 per 
cent of the player owners have a com- 
bination radio-phonograph, 43 per cent 
have a phonograph and 16 per cent a 
phonograph attachment for radio. 
Planning to buy a record player of 
some type are 37 per cent of those fam- 
ilies not now owning one. 

Particularly significant in the por- 
tion of the survey relating to the cur- 
rent situation regarding radios in the 
home today was the report by 22 per 
cent of owners that at least one of their 
sets now is out of order. Further, 15 
per cent of all radios are revealed as 
not in satisfactory working order at 
this time. 


Nearly 100 Per Cent Ownership 


Approximately 97 per cent of Com- 
panion readers own at least one radio. 
In upper income groups, radio owner- 
ship is nearly 100 per cent while in 
lower income groups it is 89 per cent. 
Altogether, 1608 sets were found in 
930 homes, an average of 1.7 radios per 
home, with 49 per cent reporting one 
radio, 37 per cent owning two sets, and 
10 per cent having three. In upper 
income brackets, it is noted, 69 per cent 
have two or more radios and only 31 
per cent have one. 

Of the radios in use today, slightly 
more than half are table models, 30 per 
cent are consoles, 10 per cent are radio- 
phonograph combinations and six per 
cent are battery portables. In fact, 71 
per cent of these families have at least 
one table model in the home and half 
of them have a console while 16 per 
cent have a combination and nine per 
cent have a battery portable. 
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This Crusader for Human Efficiency 











Descended 
from pioneers 
in the 
water 
cooler 

field 





VOTE FOR 


The People's 
Choice—with 
a record 
of years of 
faithful 
service 


this winning candidate for the job of providing healthfully 
cooled, sanitary drinking water. It has made good in 
every office — in business and industry, as well as in 


public institutions of eve 


kind. Win complete victory 


over thirst-fatigue with OASIS Electric Water Coolers. 


"EBC 


Manufacturing Company 
401 W. Town St., Columbus 8, Ohio O 











Wher 
custo 
at th 


tion | 


be cc 


So hi 


indu: 


ELEC 





wen 1.Qoe joins up aS one of your post-war dealers 


When the battle for production switches into a battle for 


customers, one market which you can confidently set up 
at the top of your list for early and intensive exploita- 
tion is Chicago. 

Where there is little war boom to deflate, there will 
be correspondingly fewer post-war adjustments to make. 
So huge and naturally balanced is the Chicago territory's 


industrial and agricultural economy that the return to 


peace here will be taken in stride with the same notable 
stability with which Chicago converted to war. 

When G. |. Joe joins up as one of your post-war deal- 
ers, put him to work first where the selling will be best. 
In Chicago, give him strong selling support with a pro- 
gram of advertising built around the Tribune—the 
newspaper which is first with dealers and wholesalers 


because it is first with readers. 


= For facts about current ownership of electrical appliances, brand preferences and potential purchasers in the Chicago territory, 
aadress C. S. Benham, mgr., national advertising, Chicago Tribune, Chicago 11, Illinois 
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Chicago 


Tribune 


THE WORLD'S GREATEST NEWSPAPER 


June average net paid total circulation: 
Daily, Over 960,000—Sunday, Over 1,300,000 


Rates per 100,000 circulation are among 
the lowest in America 
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REA Year's Allotments 
Total $33,794,888 


Electrification loan allotments of 
$2,508,000 announced recently by the 
U. S. Department of Agriculture, 
brought the total of REA loans for the 
current fiscal year to $33,794,888. 
Rural Electrification Administration 
officials said the recent allotments 
probably would be the last for the fiscal 
year ending June 30. 

The $33,794,888 of loans made by 
REA during the current fiscal year, as 
compared with a total of $8,225,379.25 
during the fiscal year ended June 30, 
1943, were used in large part to finance 
extensions from existing REA- 
financed lines to farms approved for 
electric service by War Production 
Board on the basis of their wartime 
food-production capacity. The cumu- 
lative total of REA loans since the 
start of the Federal lending program 
for rural electrification now stands at 
$499 007,801.79. 

Four North Carolina cooperatives 
were allotted a total of $2,450,000 as 
the initial loans toward costs of a pro- 
posed program which would involve 
purchase of rural properties now 
owned by private companies and con- 
struction of lines into non-electrified 
rural communities within the coopera- 
tives’ respective areas of service. In- 
tegration of these properties with ex- 
isting and proposed rural lines of the 
cooperatives, according to REA offi- 
cials, is essential to ultimate comple- 
tion of a feasible program of rural elec- 
trification in the North Carolina areas. 

A Virginia cooperative was allotted 
a loan of $53,000 for construction of a 
frozen food locker plant. 


Relax Rules 
on Cord Sets 


A new electric heater cord set may 
-now-be bought- without. turning--in- the 
old set, the War Production Board 
said recently. This change is made by 
amended version of Order L-277, for- 
merly covering only electrical wiring 
devices, but now also covering heater 
cord sets, and Order L-65, which now 
no longer controls heater cord sets. 

Manufacture of heater cord sets 
was formerly restricted on a quota 
basis to 50 per cent of the number of 
units produced in 1940. Each manu- 
facturer will now receive authorization 
from WPB for the number of units he 
may produce in each quarter. The 
amount authorized will be based on the 
manufacturer’s total 1940 production, 
available facilities, manpower and con- 
trolled materials. 

Manufacturers may ship heater cord 
sets only on purchase orders rated 
AA-5 or better. Formerly such ship- 
ments could be made on unrated or- 
ders. Heater cord sets may be manu- 
factured only in six-foot lengths and 
the type of wire that may be used is 
specified in the order. Formerly any 
length not longer than six feet was per- 
mitted. 

Chief effect of these changes on the 
individual buyer of heater cord sets is 
that he need not turn in an old cord to 
buy a new one, and that cords will be 
only one length, six feet, WPB said. 
The number of cord sets available will 
remain substantially the same. 

Orders L-277 and L-65 as amended 
were issued on June 29. Effective date 
for their provisions was July 5. 
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Built-in Home 


Laundries Wanted — 


A marked preference for a built-in 
complete electric home laundry in post- 
war homes, either new or remodelled, 
was expressed by readers of American 
Home, responding to the latest reader- 
consumer panel conducted by that 
magazine. Of the 1,997 members re- 
sponding to the (90 per cent of the 
total number queried), 67 per cent 
replied that they would have a complete 
electric laundry, including washing ma- 
chine, dryer, ironer, stationary tubs 
and tables, built in as a permanent part 
of the property. A total of 23 per cent 
replied in the negative, and 9 per cent 
did not know and 1 per cent failed to 
answer the question. 


Heating Systems 


On another question—the home- 
maker’s choice as to heating systems 
and fuels—39 per cent voted for either 
a warm air heating system with a cir- 
culating fan, or a hot water system (32 
per cent). For heating fuels they would 
prefer either gas (43 per cent) or oil 
(36 per cent). The answers reflected 
preference only, without regard to cost. 
A majority of home-owners, however 
(51 per cent) said they would pay $100 
for an additional automatic temperature 
control in another part of the house. 

Almost half (49 per cent) of the 
readers expect to be in the market 
for a radio or radio-phonograph com- 
bination within a year after the end 
of the war. Of the 49 per cent, 15 per 
cent voted for a straight radio and 34 
per cent for a radio-phonograph com- 
bination. 

To a question as to how much influ- 
ence the woman in the home had on 
the purchase of a refrigerator or a 
radio, 90 per cent said they exerted 
“considerable influence” in the matter 
of buying a refrigerator, while 7 per 
cent said they had “some influence.” 
In radio purchases, 62 per cent said 
they had considerable influence and 32 
per cent said some influence. 


Westinghouse Buys 
Coast Radio Station 


Walter Evans, vice president of 
Westinghouse Radio Stations, Inc., and 
Palmer Hoyt, publisher of the Port- 
land Oregonian, have announced the 
sale of the Oregonian’s radio station 
KEX to Westinghouse, subject to the 
approval of the F.C.C. 

The disposition of KEX by the Ore- 
gonian, the announcement said, com- 
plies with the recent order of the F.C.C. 
limiting ownership by a single operator 
to one standard broadcast station in a 
community. 

The order affects both companies 
because the Oregonian also owns and 
operates Station KGW in Portland, 
and Westinghouse owns and operates 
two stations, WGL and WOWO, in 
Fort Wayne, Ind Negotiations are 
currently in progress for the disposal 
of WGL by Westinghouse. 

KEX, an affiliate of the Blue Net- 
work transmitting on a frequency of 
1190 kilocycles, was purchased for 
$400,000, Mr. Evans announced. The 
Station has been broadcasting since 
1926, and has been operated by the 
Oregonian for more than 12 years. 

When the Commission’s approval is 
granted, KEX will be under the gen- 
eral direction of Lee B. Wailes, man- 


= of Westinghouse Radio Stations, 
nc. 
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Bottom: A formidable Boeing Flying Fortress of World War Il. 
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For 30 continuous years . . . through two 
world wars, through periods of depression 
and prosperity . . . people have seen the 
familiar Armco triangle trademark in 
national advertising. This advertising record 
—the longest in the steel industry — has 
fixed the Armco label in their minds as the 
mark of basic metal quality on refrigerators, 
ranges, washing machines and other house- 
hold appliances. 


THIS ADVERTISING HELPS YOU 


This year Armco national advertising is ap- 
pearing in The Saturday Evening Post, Time, 
Newsweek, the Farm Journal and Success- 
ful Farming. It is telling nearly nine million 
families that Armco special purpose metals 
will again insure basic quality in the prod- 
ucts you will sell after the war. 


1944 


Top: A German plane captured by the French in the First World War. 
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Then you can offer smartly designed new 
products with a beautiful, practical finish 


of acid-resisting porcelain on ARMco Enam-, 


eling Iron. This gleaming surface resists 
staining by fruit or food acids and is not 
damaged by heat. It is as easy to clean as 
china, yet so durable it lasts the life of the 
appliance. 

When people again see the Armco label 
on your products, they will know it as an 
old friend they haven’t forgotten. They will 
buy with confidence and you will gain good- 
will and profit for your store. The American 
Rolling Mill Company, 2251 Curtis Street, 
Middletown, Ohio. 
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THE NATIONAL DEBT-— 


and Your Postwar Job 


Coming upon the heels of a ruinous ten- 
year depression, this war has once more made 
it clear to us that the strength of our country 
depends upon our ability and willingness to 
produce. Until the world conflict eclipsed 
the depression, we saw what failure to use 
our productive capacity can do—even to a 
country potentially as rich as ours. 

The stark reality of war finally shocked us 
out of our economic lethargy. The necessity 
of supplying our Armed Forces with almost 
unlimited quantities of goods unleashed our 
inventive genius and revealed to us our real 
capacity to produce. It indicated what our 
standard of living might be if, in time of 
peace, we used our full productive capacity. 

‘Today we are producing more than all 
the other nations combined, half again as 
much as in 1940. Today our production is 
insuring victory to our fighting men. 

But what of the future? 

Already our national debt has reached 
astronomical proportions, and it is going 
higher. The depression years’ fear of insecur- 
ity that all but paralyzed our spirit of enter- 
prise, our inventive genius, and our natural 
instinct for expansion, appears likely to re- 
turn promptly if industrial activity again is 
curtailed for long because of unwise public 
policies. 

This war is being fought to make men 
free. But our economy cannot be kept free 
through military conquest alone. There is 
another responsibility which we on the 
home front cannot avoid any more than we 
can build walls around our future. That is 
the problem created by our frightening pub- 
lic debt. 

This is a two hundred billion dollar war. 
It affects the lives of every one of us. At the 
end of this war, the public debt of the 
United States will be at least ten times the 
twenty-five billion dollars that it was at the 
end of the first World War. It will be almost 
twice the present annual national income of 
the country. The interest charge alone will 
be about 4 per cent of the national income. 
If the burden were spread evenly, interest 
alone would take at least $80.00 of every 
worker's income per year, or approximately 
$1.60 out of each and every weekly pay 
check. 

Some people fear that the heavy taxes re- 
quired by the debt will keep the country 


poor by obstructing employment and limit- 


ing the output of goods. 
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Others believe that the size of the debt 
does not matter because we owe it to our- 
selves. They reason that if A is taxed $100 
to pay $100 interest to B, A has $100 less 
to spend and B has $100 more, but both 
together have the same amount. They, 
therefore, hold that the demand for goods 
and the volume of employment remain un- 
changed. 

Which view is correct? 

Is our huge debt bound to be a crushing 
burden which limits employment and low- 
ers the nation’s standard of living, or will 
it simply redistribute income? May the pub- 
lic debt under certain conditions even be 
used to help increase employment and raise 
our living standards? 

Most people, rich and poor alike, find it 
difficult to believe that the national debt 
“just doesn’t matter”. They know that the 
interest alone on this huge debt will be 
almost equal to the total amount of taxes 
ever raised before by the government for all 
purposes in any peacetime year. They find it 
difficult to follow the kind of reasoning that 
suggests increasing the already mammoth 
debt year by year in order to maintain full 
production and employment. They fail to 
see how this “debt raising” can go on indefi- 
nitely. 

On the other hand, the records show that 
other nations have more than once success- 
fully managed even greater debt burdens 
than will confront the United States after 
the present war. The interest on the British 
debt after the Napoleonic Wars was nearly 
8 per cent of the national income, and after 
the first World War was over 7 per cent. But 
despite heavy taxes and some unfortunate 
mistakes in economic policy (such as restor- 
ing the prewar pound), per capita real in- 
come in Great Britian rose about 31 per 
cent between 1920 and 1929. In fact, it rose 
as rapidly as it did in the United States. The 
world depression was far less severe in 
Britain than it was in the United States; 
and, by 1936, when industrial production 
still was 6 per cent below 1929 in the 
United States, it was nearly 16 per cent 
above 1929 in Britain. Britain’s heavy debt 
burden proved less of a handicap to her 
during the depression than our weak bank- 
ing system did to us. 

Whether the debt becomes a crushing 
burden or whether we use it to further our 
progress depends upon who holds the debt 


and how the money is raised to pay the in- 
terest. 
Here are the important possibilities: 


1. If the expenses of the government, including 
the interest on the debt, are met largely by 
heavy taxes upon business profits—i.e., by taxes 
upon job-giving—then they will reduce em- 
ployment, output, and our standard of living, 
regardless of who holds the debt. Heavy taxes 
on profits prevent enterprise from expanding 
current operations or enlarging the capacity of 
its plants, unless the prospects for profit seem 
certain and the prospects for loss are slim. 
Hence the jobs that might be created to take 
advantage of long chances will not come into 
existence, and the country as a whole will be 
poorer. 

2. If the expenses of the government are met 
largely by stiff surtaxes upon the incomes of 
persons who do a considerable amount of sav- 
ing, and the debt is, in the main, owned by 
millions of small investors, then the net effect 
of the debt upon the volume of employment 
and output will be fairly neutral. The stiff 
surtaxes, while reducing the savings of the 
well-to-do, will cause them to avoid risky in- 
vestments and to hold part of the savings of 
each year in the form of cash. This will limit 
the demand for goods and the volume of em- 
ployment. But this effect will be partially off- 
set if millions of small holders of the debt 
are led by their savings in government bonds 
to spend a larger part of their current income. 

3. If the expenses of the government are met 
largely by sales taxes or other taxes on small 
incomes, and if the debt is held largely by the 
well-to-do or by business corporations, then 
the effect of the debt will be unfavorable to 
employment and production. The limitation 
to the spending power of the small-income 
group will reduce the volume of investment 
opportunities, and the transfer of income to 
the well-to-do will increase the volume of in- 
vestment-seeking funds. 

4. If the debt is widely distributed among mil- 
lions of small holders, and the expenses of the 
government are met largely by taxes on indi- 
viduals, if substantial exemptions from sur- 
taxes are given for all income invested in new 
plant or equipment, and if there are liberal 
offsets for losses, then the debt will help in- 
crease employment and raise the standard of 
living. The millions of small holders will gain 
a sense of security from their accumulated 
savings and hence be encouraged to spend a 
larger portion of their current incomes. The 

stiff surtaxes will reduce the savings of the 
well-to-do; liberal exemptions for income put 
into new plant and equipment, and gencrous 
treatment of losses, will cause the well-to-do 
to invest their savings in job-giving enterprise 
rather than to hold them in idle cash. 


But what is the situation today? 
Today, non-banking corporations own 
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nearly half of the Federal debt, commercial 
banks about one-fourth, and individuals less 
than one-fourth. Not more, and probably 
less, than one-tenth of the debt is held by 
persons earning less than $5,000—although 
these persons receive three-fourths of all 
income. 

‘Today, about half of the revenues of the 
Federal government come largely from taxes 
which must be regarded as taxes upon the 
creation of new jobs. If these conditions 
continue, we may be sure that the debt will 
be a disastrous obstacle to a rising standard 
of living after the war. 

What can be done to change this situa- 
tion? 

‘To begin with, vigorous steps should be 
taken to get much more of the debt into the 
hands of individuals, particularly of those in 
the small-income group. During the last 
three years, the incomes of individuals, after 
taxes, have exceeded the supply of consumer 
goods by $74.2 billion. In other words, in- 
dividuals have been compelled, by the sheer 
scarcity of goods, to save over $74 billion. 
Of this amount, only $27.4 billion, or 37 
cents out of every dollar, has gone into gov- 
ernment bonds. Indeed, individuals have 
saved more in the form of cash and bank 
deposits than in the form of government 
bonds. The sale of war bonds to individuals 
was most disappointing in the recent drive. 
It was so disappointing, in fact, that I would 
favor a special drive for individuals only, 
to be scheduled before the next general 
drive. During 1944, when the supplies of 
civilian goods are severely restricted and 
when the fighting is at its climax, the ‘Treas- 
ury will have its best opportunity to per- 
suade individuals to buy more bonds. This 
opportunity should not be lost. An increase 
of at least twenty-five billion should be the 
goal for the next year. Every citizen should 
be made to understand that by buying war 
bonds now, he is not only helping to win 
the war; he is helping to make possible a 
more prosperous and stable America after 
the war. 

The efforts to sell bonds to individuals 
should be vigorously continued throughout 
the shift from war production to civilian 
production. During this period, corpora- 
tions which, up to now, have been the 
largest buyers of government bonds, will 
need all their depreciation allowances and 
undistributed profits to pay for new equip- 
ment, and to restore their own dealers’ in- 
ventories. The government, however, will 
still have large bills to settle and will need 
to sell as many bonds as it can for some 
months after the end of hostilities. During 
this period, the demand for most types of 
goods is likely to exceed the immediate pro- 
ductive capacity of industry. Hence, the sale 
of bonds by the government will make for 
economic stability. 

The huge expenses, including interest on 
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the debt, which tne government must meet 
after the war, require that the tax system be 
drastically reformed. Today, taxes fall most 
heavily upon those incomes which are the 
reward for increasing production and em- 
ployment, because profits are taxed first as 
corporate profits, and taxed again as divi- 
dends to owners of the corporation. Surtaxes 
are so stiff and offsets for losses so meager 
that the well-to-do capitalists cannot afford 
to encourage and help promising young 
businessmen to start new enterprises. 

A nation whose expenses are as large as 
those of the United States will be after the 
war must be sure that its tax system provides 
incentives, not penalties, for increasing pro- 
duction and employment. 

Should the debt be repaid? Some people 
fear that any reduction of the debt would 
have a deflationary effect and cause unem- 
ployment. An opposite view was expressed 
by Mr. Morgenthau recently: “We have a 
big public debt that must be paid off, and 
the quicker we do that the better.” Both of 
these views are extreme. Repayment of part 
of the debt during a period of depression 
would increase unemployment. Every period 
of high prosperity, however, would give the 
government an opportunity to pay off part 
of the debt without limiting employment. 
During these periods of prosperity, business 
corporations will sell government bonds in 
order to buy equipment; and many individu- 
als will redeem war savings bonds in order 
to purchase houses, automobiles, and other 
goods. If the government budget runs a sur- 
plus during periods of high prosperity, and 
if this surplus is used to retire some of the 
bonds sold by corporations or redeemed by 
individuals, the country will be protected 
against a disorderly and speculative rise in 
prices. Thus, reduction of the debt can be 
made a device for stabilizing our economy. 

There are two other reasons why reduc- 
tion of the debt will be desirable. 

In the first place, it will help prepare the 
country financially for a possible third 
World War. Determined as we are that this 
war shall be the last one, common sense 
tells us not to count on this. At any rate, we 
must be prepared for any eventuality. 

In the second place, gradual reduction of 
the debt would stimulate employment by 
creating the expectation of lower taxes. It is 
not generally appreciated how much the 
willingness of individuals and business con- 
cerns to spend money is affected by the 
prospects of higher or lower taxes. One of 
the best ways to make individuals and enter- 
prises spend more freely is to convince them 
that taxes will become a little lower, year by 
year. 

Many people have difficulty in visualizing 
the day when there will be a substantial re- 
duction in the burden of the national debt. 
And yet, if the country pursues wise eco- 
nomic policies, there is no reason why the 
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"of the debt. It requires that the nation be 


debt burden should not be cut in half dui- 
ing the next generation. 

The days of technological progress and 
economic expansion are not over. They are, 
in fact, only well begun. During the Twen- 
ties, the national income in dollars of con- 
stant purchasing power increased by well 
over 50 per cent. Between 1929 and 1939, 
it increased by ‘less than 6 per cent. Perhaps 
the rate of the Twenties cannot be main- 
tained indefinitely; but scientific research 
and development work in industry are laying 
the foundation for very large advances in 
national income. Suppose that the national 
income increases 33 per cent in the first 
decade after fighting stops (say, hopefully, 
1945), 25 per cent in the next decade, aid 
thereafter at the rate of 20 per cent a dec- 
ade. In 1955, the national income (at pres- 
ent prices) would be about $173 billion; in 
1965, about $216 billion; and in 1975, about 
$257 billion. By 1970, the burden of the 
debt would be reduced by nearly half, even 
if not a cent of it were repaid! 

A huge public debt is a test of the char- 
acter, the common sense, the foresight, and 
the equally important technical and engi- 
neering skill of a nation. Jt requires that 
tens of millions of small income earners 
be willing to become substantial holders 


willing to tax itself heavily, but in ways 
which increase the attractiveness of job- 
giving or self-employment relative to job- 
holding; it requires that the nation be 
willing to pursue policies of expansion 
and to put a rising income for the nation 
ahead of the pleas of self-seeking groups 
in labor, agriculture, and industry. 

A huge debt may so draw out the hidden 
powers of a people that it makes the nation 
wealthier rather than poorer, stronger rather 
than weaker. 

Up to now, Americans have not met the 
test of a big public debt too well. Individ- 
uals have saved more in cash than in gov- 
ernment bonds, and the country has shown 
little interest in avoiding the kind of taxes 
that reduce the demand for labor. These 
shortcomings, I am sure, stem largely from 
the fact that the American people never 
have had the problems of debt and taxation 
honestly and adequately explained to them. 

I have confidence in the American people. 
I believe that Americans have the intelli- 
gence to understand this problem of the 
public debt, the character to face their re- 
sponsibility regarding it, and the common 
sense to accept the challenge and make the 
most of it. 





President, McGraw-Hill Publishing Company, Inc. 
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needle or float valve either does not feed enough when oil is cool or 
cold, or feeds too much when it is warm. The "DL" Float Valve has 
a simple temperature compensation which opens the valve more 
when the oil is cold—reduces the orifice when the oil is warm. This 
is an exclusive "DL" feature. 





An Exclusive 


AUTOMATIC TEMPERATURE COMPENSATION 


Fuel oil viscosity increases as its temperature drops. 


"DL" Float Valve Feature— 


Saag asa dug ina irug.. 


ln SPITE of bitter cold and biting 
wind in some of our Arctic outposts, 
our fighting men can still keep warm. 
Just inside the tent flap is warmth 
that defies the elements and brings 
comfort and relaxation when long 


watches are over. 


All over the world, wherever our 
fighting men are stationed, will be 
found tent heaters, water heaters 


and cooking ranges equipped with 
“DL" Float Valves. 


Reliability of operation and ease of 
cleaning and servicing make "DL" 
Float Valves in demand by manu- 


facturers of this type of equipment. 


When oil burning equipment again 
appears on the market, make sure 
the line you select is equipped with 
"DL" products. 
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|_UBRICATOR COMPANY General Offices: DETROIT 8, MICHIGAN 


Division of American Rapiator & Standard Sanitary corroration 
Canadian Representatives—RAILWAY AND ENGINEERING SPECIALTIES LIMITED, MONTREAL, TORONTO, WINNIPEG 





“DL” Heating and Refrigeration Controls * Engine Safety Controls * Safety Float Valves and Oil Burner 
Accessories * Radiator Valves and Balancing Fittings * Arco-Detroit Air and Vent Valves * “Detroit” Expansion 
Valves and Refrigeration Accessories * Air Filters * Stationary and Locomotive Lubricators 
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Farm Equipment Calls 
For Electrical Safety 


AFETY measures in the installing 

of farm equipment dominated the 
rural electric equipment council of 
North Central Electrical Industries in 
St. Paul recently. Following are the 
recommendations agreed upon: 


Milking Machines: Precautions must 
be taken to see that the pipeline which 
follows along the stanchions is insu- 
lated from a possible charge of elec- 
tricity from the milking machine 
motor. This is accomplished by in- 
stalling a section of rubber hose over 
a cutout vertical section in the pipe- 
line. It is important that the surface 
of this piece of hose be kept clean of 
any foreign matter which might serve 
as a conductor. Milking machines 
should be connected so that the circuit 
switch is always in the hot or line side 
of the circuit and never in the neutral. 
The circuit should never be formed 
through a plug and receptacle without 
polarization. 


Electric Water Pumps: Considerable 
discussion was directed to the electro- 
cution of cattle resulting from a break- 
down of the electric motor on the water 
pump. Proper overload protection was 
stressed as imperative. The method of 
grounding the motor so that faults will 
clear without difficulty and charges car- 
ried along the circuit, it was felt re- 
quired special engineering studies since 
there are certain objections to ground- 
ing the motor to the circuit neutral. 
Driven grounds, it was stated, do not 
seem to have a low enough resistance. 


Electric Fences: Electric fences, 
especially “home-made” models prove 
hazardous in certain circumstances. 
Frequently farmers are found inserting 
lamps in a 110-volt circuit and running 
the electric fence from these lamps. 
This is a very dangerous makeshift. 
Such a fencing does not have shocking 
power to stop an animal ; the frequency 
is not high enough to give the animal 
a good charge, and there is no inter- 
rupter in the circuit to permit any 
person or animal “caught” on the line 
to free himself. 


Equipment for 110 Volt Operation: 
Electric equipment for 110 volt opera- 
tion which takes an increase of circuit 
fuses beyond the 15-amp. allowable 
limit, is being offered to the farmer. 
It was the opinion of the meeting that 
farmers should absolutely not purchase 
equipment taking more than 12 amp. 
or 1650 watts to operate at 110 volts. 
If larger equipment is needed, it should 
be purchased to operate at 220 volts 
and should be so connected. 


Kilowatt-Hour Consumption: Sta- 
tistics collected by the Rural Electric 
Equipment Council show upward of 
4 or 5 percent of the present farm cus- 
tomers using 500 kwh. or more per 
month. This is an indication that the 
60 amp. main line switch located at the 
meter is becoming overloaded, and 
that the farmer should call on his wire- 
man to study the load distribution, the 
requirements for additional wiring, and 
the installation of a larger main line 
switch. It is estimated that at least 20 
percent of all wired farms in Minnesota 
may be reaching an overload condition 
at the main entrances. 
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Work Falls Off When 
Plant Radio Stops 


NDICATION that music in fac- 
tories played over public address 
systems is no mere wartime pep advice, 
but something that actually affects pro- 
duction is the opinion expressed re- 
cently by F. Ritter Shumway, vice 
president, Ritter Co., Rochester, N. Y. 
“During the suspension of the pro- 
gram,” he said, “one of our foremen 
asked how soon music would be re- 
sumed, volunteering the statement that 
since it had been discontinued produc- 
tion in his department had dropped ap- 
proximately 10 percent. He had par- 
ticularly noticed a slackening around 
10:30 in the morning and again about 3 
in the afternoon. 

“These fatigue periods in factory 
work have long been recognized. Dur- 
ing these hours we make it a point to 
play bright, tuneful selections with a 
preponderance of quick rhythm—pol- 
kas, schottisches, and popular fox- 
trots.” 

The public address system has been 
in the Ritter factories approximately 
18 months. Through a music box put 
up for employee requests, it was found 
that Hit Parade tunes led by a wide 
margin; then came Hawaiian music, 
waltzes, tangos and polkas. Marches 
and patriotic airs are occasionally 
asked for but not to any great extent. 
Piano recordings are very popular. 

In arranging a program the firm 
usually uses two Hit Parade songs, one 
tango, one Viennese waltz, one Hawai- 
ian piece, one semi-classical piano and 
one boogie woogie selection, one 
march, polka or patriotic air. Its record 
library consists of about 1,100 titles. 


Utility Starts Own 
Window Display Service 


ACED with difficulty in obtaining 

the usual professional services used 
in window trimming, Washington 
Water Power Co. has worked out a 
window display service of its own 
which is proving most successful. 
Formerly the thirty-five stores which 
the company maintains throughout its 
territory of some 30,000 square miles 
were served by a professional man who 
also decorated other retail windows in 


‘each community, but the shortage of 


gasoline and tires made this arrange- 
ment impossible. The company has 
therefore established its own depart- 
ment in charge of a display man at 
headquarters who each month makes up 
a plan, prepares materials and ships 
them out to the branch offices, to- 
gether with instructions for installing. 

Occasionally the window director 
makes a tour of the territory giving 
personal instruction on how best to 
utilize the material. During past 
months the displays have been of an 
institutional and patriotic nature, cov- 
ering such subjects as war bonds, 
taxes and Christmas displays, tying in 
always with the company advertising 
for that period. Survey checks made 
to determine the effectiveness of these 
windows have shown that within the 
Past year 5 per cent more customers 
have stopped to notice company win- 
dows than ever before. 
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WHAT ABOUT /(CUCCtCYH a 


About “tomorrow”, we don’t claim to know much. We are not 
promising you some new Chromel resistance wire that will last forever 
and a day, as a heating element. But you have our assurance 
that Chromel will again be the same good, reliable stand-by it 
has always been. With full confidence you can again sell heating 
devices that are Chromel-equipped. Until about 37 years ago, 
the element problem was a headache. Then came Chromel 
and the problem was solved, and many millions of devices have 
since been sold. The public likes heating devices because 
they've been giving such good service, since 
Chromel came along. Complete technical 
data on Chromel is in Catalog-M. 


.: +2 | HOSKINS 
Want a copy for your Service Departmen | CHROMEL 


ELECTRICAL HEATING ELEMENT | 


WIRE 





HOSKINS MANUFACTURING COMPANY, DETROIT 8, MICHIGAN 
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“SURE! LADY WE “rg 
FIX YOUR RANGE! \ .. 
witt CHROMALOX ~4 


HEATFLO’ 


THE REPLACEMENT RANGE UNIT THAT 


Pleases customers - Cooks speedily - Cleans 
easily + Simplifies servicing + Fits all ranges, 
with clip-on adaptor rings + Cuts servicing 
costs - Cuts inventories. 







Chromalox Super 
Speed range units 
ond parts ovailable 
without priority— 
under WPB Order 
1-65 


EDWIN L. WIEGAND CO. 


73525 Thomas Bivd., Pittsburgh 8, Pa. 





Plan for 
Tomorrow’s 
Sales Leader... 


The BEN-HUR FARM LOCKER PLANT 


@ A Farm Locker Plant is the “post-war 
plan" of every American farmer RIGHT 
NOW. That means ready sales for you 
—just as soon as production is permitted. 


@ And the new BEN-HUR Farm Locker 
Plant is ready—and waiting. Ready to 
help your farmer friends to the economy, 
time - and - food - savings advantages of 


home freezing and storing farm-grown 
vegetables, meat, poultry—for delicious 
meal variety weeks and months later. 


@ This new sales volume is waiting for 
you, too. Let us put your name on the 
list for complete sales information on 
BEN-HUR FARM LOCKER PLANTS when 
this can be released. 







BEN-HUR MANUFACTURING CO. 


634 E. Keefe Ave., Milwaukee 12, Wis. 


Today—Back Our Fighting Men with MORE WAR BONDS 
























“Topp Plight” Profit Opportunity Yours 
wet his NOW 


CABINET MODEL 
Wagazine Heater 











NOW ... you can offer your customers 
super-efficient KOL-GAS Heaters in a 
choice of four beautiful modern Cabi- 
net Models. 

These units are packed with eye-appeal 
and exclusive KOL-GAS features en- 
able customers to’ see and understand 
the many superior advantages. 











Model No. 524—SD 


Heat Unit with Economzer Heat Booster, 
Heating Copocity 9,000-13,000 ew. ft, 


Sell KOL-GAS in these beautiful new Cabinet 
Models . . . enjoy satisfactory profits and build 
lasting customer good-will. For details, write 
Dept. E.M. 


Only Kol-Gas with Scientific ‘‘Fuel-Saving Heat- 
Booster’ offers ALL these advantages: Cokes the coal, 
then burns the gases with intense heat. Saves 1/3 fuel. 
Heats all day and night on one fueling. rovides 
BOTH radiant and circulating heat. Longer fire travel 
adds 50% more radiating capacity, 60% more circulat- 
ing capacity. 


Pear 


















49 ways to put “GO” into 
YOURsalestraining meetings 


A quick guide for better results for any one in charge of meetings aimed to 
gain understanding and acceptance of ideas and to encourage action based 
upon them. In 49 to-the-point chapters, this book covers all aspects of planning, 
staging, and leading meetings—with many practical pointers, valuable tricks 
of the trade drawn from thirty years’ experience. 


HOW TO RUN 
A SALES MEETING 


By EDWARD J. HEGARTY 
Westinghouse Electric & Mfg. Co. 
237 pages, 5% x 8, $2.00 


So direct—so easy to apply are the points that a single reading 
will improve interest in and results from your meeting—will 
show you how to get out attendance, start the meeting, stop it 
on the right note, put sparkle, punch, and selling into amy 
meeting. 


Shows you... 


® how to make it easy for the 
audience to follow the meeting. 


® how to insure smoothly-run- 
ning meetings, with variety and 
sustained interest. 


® the fundamental; of de- 
livery—how to successfully put 
across ideas, keep the audience 
» control, meet awkwerd situa- 
tions, ° 


® requirements of usirg prors, 
charts, slide-films, skits, etc., 
with good effect. 


© ideas and methods for plan- 
ning all types of meetings, from 







“sal "* meeting to 
Hint ond ut necting, inca. SUSE 
cuilease participation, eth our P u b l 1S h e d / 





phasis on demonstration work. 


Do you know how to set up the 
meeting room—how to stop the 
meeting at the right time? Do 


lor 
a HOW 10 
you know how to prepare your 


mW 
stuff and deliver it? Do you tu RUN 


know how to use charts, props, McGRAW-HILL EXAMINATION COUPON 


kits, ices? 
= tus te aaelie, taeee oe McGraw-Hill Book Co., Inc., 330 W. 42nd St., New York 


terruptions, deal with others who 
have a part in the meeting? It’s Send me Hegarty’s HOW TO RUN A SALES MEETING for 10 
days’ examination on approval. In 10 days I will send $2.00 plus 


all in this book. 3 : 
few cents postage, or return book postpaid. (Postage paid on 
cash crders.) 








You may not be called upon_to 
handle as many meetings as Ed- 


ward J. Hegarty, who is known EE Rae See eel So eee SREP CORDES ee 
throughout the country for his 
work in conducting thousands of WEE x neiianbiineietaqndesdxdiadxiatshntaninxtumigyaies<see 


sales and training meetings, and 
discussions. But you can make 
those you do lead more interest- 
ing and MORE EFFECTIVE 
with the aid of his new book. 
See this book 10 days on ap- 
proval. 


Giay BR BND 6c kkk cc cecscesccseddedednsscvccdecacoesée cost 
PE, 4. ck.ccnks cen cedadeccenctscrscccccceunénecéceshscnecte@ 


COMIN cc ccccgecesccccoccccnscsecconcecstcctacccoses EM 
(Books sent on approval in U. S. and Canada only.) 
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One Dealer’s Slant on a 


Tire Company’s Program 





provided. I’m carrying them all and 
I’ve watched them move so I know 
what I’m talking about. Further, I 
now act as distributor for a number of 
outlets in this territory to which Fire- 
stone formerly sold direct.” 

There was an immediate jump in 
the volume of sales after Dover Appli- 
ance moved into the new store late in 
1941. Although appliance stocks were 
entirely exhausted before the end of 
the summer, gross returns for 1942 
were approximately 30 per cent higher 
than the best year the business en- 
joyed in the former shop. As a result 
of Farnsworth’s timely addition of new 
lines and the arrangement made with 
the tire company, last year he was able 
to hold a substantial proportion of the 
1942 gain. On the basis of the volume 
of sales up to July 1 of this year, the 
final figures for 1944 should be even 
higher than those posted last year. 

The sales crew on the floor currently 
consists of two regular and two part- 
time employees. One outside repre- 
sentative, handling the auto-supply end 
of the business, travels the county. 
Farnsworth manages the operation, 
sticking pretty close to the sales floor. 
The service department, repairing all 
appliances up to vacuum cleaners, is 
tucked away in a corner in the rear of 
the store. 


Broad Advertising Coverage 


Farnsworth’s weekly schedule in 
Dover and outlying town newspapers 
talls for quite extensive display ad- 
vertising. Large road signs at the 
tity’s limits also carry the firm’s name 
amd he rides along with Firestone’s 
Cooperative advertising plan, period- 
tally mailing 5,000 catalogs through- 
out the territory and then following 
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through a month later with an equal 
number of eight-page flyers. 

This dealer now is actively laying 
the groundwork for his projected post- 
war operations. He already has signi- 
fied his intention to continue as a Fire- 
stone outlet. That part of the program 
definitely will be conducted in the 
present store and under the present 
name, he said. 

Secondly, as soon as peacetime deliv- 
eries of appliances again are scheduled 
by manufacturers, he plans to take the 
Dover Appliance ‘Co name out of stor- 
age, open another store a few doors 
from his present quarters, and operate, 
as before, as a dealer for an established 
electrical line. 

“By opening a second store,” he ex- 
plained, “I hope to eliminate all ques- 
tion of conflict which obviously would 
arise if I attempted to carry under one 
roof the appliance products merchan- 
dised by these two companies. Aside 
from my control as owner, however, 
there would be no overlap between the 
two outlets. Each, of course, would 
have its own sales force. There would 
be no advertising tie-up between them. 
Nor between any other phases of the 
two separate businesses. 

“Don’t lose sight of the fact that 
for many years the Dover Appliance 
Co was a leading appliance dealer in 
this territory. That was the case 
until the war eliminated General Elec- 
tric as my main source of supply. Since 
then, Farnsworth’s has become the 
leading Firestone agency in this dis- 
trict. The Dover trading area is big 
enough to support two live outlets, one 
featuring each of these lines. The log- 
ical answer, as soon as the war is 
over, is Farnsworth’s and the Dover 
Appliance Co.” 
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WASHERS 
made linens brighter! 


In 1876, three years before Edison invented 
the electric light, Voss washers were already 
lightening the burden of America’s housewives. 
And, even as the Sage of Menlo Park was 
constantly improving his own inventions, Voss 
has been the leader in Washing Machine 
improvement and development, ‘such as the Voss 
Electro-Safe Wringer — the world’s safest — 
and the many other exclusive Voss features. 
Voss’ 68 years of experience has proved its value 
in the trouble-free performance of Voss washers 
under the strains of war-time use. That is why 
Voss washers are today more popular than ever— 
a popularity that will be 
a's SAFEST Weiy, translated into profits for 
* # post-war Voss dealers. 

















VOSS BROS. MFG. CO. 


DAVENPORT . IOWA 


ELECTRICITY 


FOR ANY JOB-ANYWHERE 











@ For a dependable source of electricity on 
projects remote from commercial power, Onan 
Electric Plants are proven leaders in the field. 
More than half of the Armed Forces’ total re- 
quirements for Power Plants are built by Onan. 


Gasoline driven...... Single unit, compact de- 
ee Sturdy construction....... Suitable 
for mobile, stationary or emergency service. 





Over 65 models, ranging in sizes from 350 to 
35,000 watts, 50 to 800 cycles, 115 to 660 volts, 
A.C.—6 to 4000 volts, D.C.—Also 
dual A.C.-D.C. output types. 


Descriptive literature sent 
promptly on request. 


D. W. ONAN & SONS, 
Minneapolis 5, Minn. 
3230 Royalston Ave. 
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Your Good Will and Profits 
Are Protected By 


Right now you could sell o vostly greoter volume of 
CORY Brewers, if we could get the needed quolity 
moterials to make them 

You will get your shore of those we do moke and 
your good will end profits will be protected by the 
CORY quality standord and price policy 

CORY Brewers ore outstanding for beovty, exciusive 
deluxe fittings and ease of brewing finest coffee, 
UNTOUCHED BY METAL 


CORY GLASS COFFEE BREWER 
th Welle Se " 





@ Cory Coffee Brewers are 
distributed exclusively 
through jobbers and 
sold in better stores. 


@ Prices are rigidly main- 
tained. 


@ The CORY line is never 
used as a cut price 
clearance item. 


Cory Glass Coffee Brewer Co. 
Chicago 10, Ill. 


325 No. Wells St., 

















SURE —, 


WE'RE CROWING 














OUTGROWS ITS CRADLE 


To us who have grown up with this 
sensational incandescent lamp, the 
formation of a new and very much 
enlarged corporation is recognition 


of accomplishment. 


* 


To distributors, dealers and users it 
is conclusive proof of acceptance by 
the trade deserving of and assured 
of broader manufacturing, distribu- 


ting and merchandising plans. 


* 


To YOU---sample and literature 
will be sent without obligation, 


upon request. 


* 





VERD-A-RAY CORPORATION 
TOLEDO 5, OHIO 
Ae on 
PAGE I14 




















INDEX TO ADVERTISERS 


August, 1944 
Admiral Corporation ..............-- 49 
Rem GE, GOe, BRE. ccc cccéacccacsses 102 
Altorfer Res, _ “a eases)" 44,4 
American Electric Washer Co........ 114 
American Ironing Machine Co........ 78 
American Rolling Mill Co.......... . 107 
American Tel. & Tel. Co............. % 


Apex Electrical Mfg. Co. 
Inside Front Cover 


Association of Gas Foye & 
Equipment Mfrs. ............-.- . 1 
Automatic Products Co............... 15 
Automatic Washer Co...............- 46 
I Ene wtcacccscesecees . 7% 
Bendix Home Appliances, Inc........ 5 
NY EN ME eaiath csceacescesters 112 
Blackstone ecu ‘dieieneentane 7 
Briggs & Stratton Corp............... 62 
Casco Products Corporation.......... 55 
=e eee 105 
Coleman Lamp & Stove Co.. ; 4 
Conlon Corp. . . 89 
Cory Glass Coffee Brewer ‘Corp 114 
Delco Radio Division, Genral Motors 
ERE : 
Detroit Lubricator Co.. 110 
Detrola Radio Div. of International 
Nee acenpguncieinin . 74 
Driver-Harris Co. aa camay dour 
DuMont Laboratories, Inc., Allen B.. 2 
Easy Washing Machine Corp hie. ae 
Ebco Mfg. Co., The 
Eclipse Moulded Products Co....... 6 
Emerson Electric Mfg. Co., The . 9 
Emerson Radio & Phonograph Ceo..... 163 
IE “shcescuidesetwhaennawencs we 114 
Ny NNN  ccsvincsoncentesdinpwnns 43 
Ferro Enamel Corp............. 87 
Florence Stove Company........ im ge 
Prents Mig. Co.............2.:. 114 
Frigidaire “Division of General Motors 65 
OS SS See 95 
Garod Radio Corp................... 13 
General Electric Co.............. 38, 39, 91 
Good Housekeeping ................. 16 
Grand Home Appliance Co.......... 100 
Hamilton-Beach Co., Div. of Scovill 
MU MERC wikelcubevhedtthentwusexes 
Hamilton Mfg. Co...............00.: 63 
Hearst Newspapers .................. 79 
Hill-Shaw en tia a eae ke an 106 
ee 56 
Hoskins mi. Co Ge aetna ial wee Wl 
Hurley Machine Division, Electrical 
Household Utilities Corp Fomtbasce wits 
Imperial! Electric Co.................. 114 
Johnson Rubber Co., The....... .. 84 
Kaufman Mfg. Co., L. J...... . 5 
Kelvinator, Div. of Nash-Kelvinator 
eee Back Cover 
Kol-Gas Heater Co., The............. 112 
Life 


Lindemann & Hoverson Co., A 
"Eee aaa . 
Little Burner Co., H. C....... 

Lovell Mfg. Co........ Inside Back Cover 


Maytag Company, The............... 61 
McGraw-Hill Book Co., Inc.......... 112 
Sy! SOR eS ae 114 
OSS SES aaa 8 
Midwest Appliance Parts Co..... 114 


Motor Products Corp., Deepfreeze Di- 
vision 


Nineteen Hundred Corp.............. & 
Noblitt-Sparks Industries, Inc 
Norge Division, 


Borg- Warner Corp.52, 33 







Se ae a Wc ccccaucccosuase 113 
Packard Electric Div., General Motors 
ii ‘ctinttcunessins ¢¢cbedudieddeeee 64 
Paragon Utilities Corp................ 88 
Parts, Service & Accessories.......... 114 
Philco Corporation ................. 70, 71 
Philharmonic Radio Corp............. 67 
Premier Division, Electric Vacuum 
NS” a SO eee 
Proctor Electric Co., Div. of Proctor 
NG Uiscancacnsdscarncesss 
Railway Express Agency, Air Express 
ee ee 
Rittenhouse Co., oY on 72 
Rival Mfg. MDGS sn daring Deeaeta: cae 104 
eg MRS ee a 114 
ew ee 75 
SOOPEMGS SECON 2....cccccccccscces 114 
Sentinel Radio Corp.................. 14 
Silex Company, The................... 12 
Sonora Radio & Television Corp...... 47 
EY Mi) sche cnathodanuseniee tone 115 
Stromberg-Carlson .............0000+- 
SUUNUIGEE CUNUUD cicccccsccccccevcas 87 
Swanson & Asso., Arthur............. 114 
Swartzbaugh Mfg. Co., The.......... 115 
TN iti enink wines 73 
fa i Ry a ee 92 
United Vacuum & Appliance Co...... 114 
EE Se oa, s cnseuabeseseenete 86 
Sk eer rer 114 
Wee BOO. WE Ge ccceibavcsececeses 113 
Warren Telechron Co... Ss 
Warwick Mfg. Corp.... 57 
Westinghouse Elec, & Mfg. Co..58, 59, 85 
Wiegand Co., Edwin L.. saeounnes 112 
Woman's Home Companio: a 
Wynar Parts & Service Co.. 114 
Youngstown Pressed Steel Div., Mullins 
See TS wc ccc eussdebddendeknces 
Tee Dodie Gieacincdcccvssnteceses iT 











WHERE TO Buy 


PARTS, SERVICES & ACCESSORIES 

















WASHING MACHINE REPLACEMENT PARTS & SUPPLIES 
Aerobell—Boss—Gainaday—Laundry Queen 
Sunnysuds—Woodrow and Thirty Other Makes 

WRINGER ROLLS—LUBRICANTS—BELTS 
We have a PARTS JOBBER near you 
Address on request 


CANTON 6, OHIO 











_ a hh ‘—_ ee : 

} Cf s | / \ . CAL DIN 7» 

} Nhe i Mae t Lh | IANUTACIUKING GB 
Our 132 - page 


| FREE Catalog of FREE 


Washing Machine & Vacuum Cleaner Parts. 
Save money by ordering all your supplies 
from one le source 

Quality, Service, Low Prices 
MIDWEST APPLIANCE PARTS CO. 
2720-22 W. Division St. Chicago, 


FRACTIONAL HORSEPOWER 


MOTORS—ARMATURES 
Rebuilt 
Repaired 











Prompt, Guaranteed Service 
ship to 
IMPERIAL ELECTRIC COMPANY 


100 Blackstone Street 
WOONSOCKET, RHODE ISLAND 





WHITE°SOFT CUSHION 
ALL SIZES FOR IMMEDIATE DELIVERY® 
COMPLETE, LINE OF WASHER PARTS 
AMERICAN ELECTRIC WASHER co! 
1766 E. 55th STREET CLEVELAND, OHIO 








POSITIONS VACANT 


OPPORTUNITY for outstanding experienced, 

Major Appliance and Housewares Buyer. 
Good Salary. Leading Southern department 
Store. P-666, Electrical Merchandising, 330 
W. 42nd St., New York 18, N. Y 


REPRESENTATIVES AVAILABLE 


WANTED—Well established concern, Jack- 


ONE SOURCE OF SUPPLY 
410 Marquette, Minneapolis |, Minn. 
2409 S. Main, Houston 2, Texas 
Goodrich White Wringer Rolis 


for all makes 
WASHER & CLEANER PARTS 























sonville, Florida, in wholesale distribution 
interested in post-war wholesale distribution 














of home appliances. RA-652, Electrical Mer- 
chandising, 330 W. 42nd St., New York 18, 
7 ws 








MANUFACTURERS AGENT in New Orleans, 

La. having a live wire organization desires 
line of electrical appliances, refrigerators, 
washing machines, and radios as soon as 
available to consumer. For distribution in 
surrounding territory we will sell direct to 
dealers or secure jobber distribution. Give 
complete post-war plans in first letter. RA- 
665, Electrical Merchandising, 520 N. Mich- 
igan Ave., Chicago 11, IIl. 














Received by August 20th will appear in the 
September issue subject to space limitations. 


SEARCHLIGHT SECTION 


(Classified Advertising) 


“OPPORTUNITIES” 
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EAAPLOYMENT : 

















SALESMEN 


Nationally known appliance manufacturer 
with an exclusive line in its field is now 
building a postwar national selling or 
ganization. If you have sales ability, 
good appearance, Pleasing personality, 
and have had previous appliance e: 
ence contacting dealers or distributors — 
here is an opportunity to establish your- 
self in a position that has the greatest 
future in the appliance field. Write giv- 
ing age, experience, salary expected, ref- 
erences, and when available. Applica 
tions will be held in strict confidence. 
Address 


ARE YOU INTERESTED 
IN THE WESTERN MARKET? 


The most economical method for the 
manufacturer to develop this market is 
through a reliable and aggressive repre- 
sentative. Plan now for intensive post-war 
sales promotion in the western states. 
Write today for further information. 


RUSSELL & COMPANY 


MANUFACTURERS REPRESENTATIVES 


SW-664, Electrical Merchandising 
520 North Michigan A've., Chicago 11, Il. 








Arthur Swanson and Associates 
INDUSTRIAL DESIGN 


EXECUTING PRODUCT DESIGNS 
FOR POST WAR MANUFACTURING 


540 N. Michigan Ave. Chicage 11, & 





OFFICE AND SHOWROOMS 
WESTERN MERCHANDISE MART 
1355 Market St- San Francisco 3, Calif. 


SPECIALTIES ereeama 
Electric Mangle Roll Pads and Covers 
Vacuum Cleaner Bags, Ironing Board Pads 
and covers, washing and ironer covers. Ohio 
Textile Specialty Co., W. 54th, Cleveland, 0. 
NEW ADVERTISEMENTS 3 
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Exclusive export agency, presently % 
post-war, for electrical appliances, radios, 
and refrigerators, etc. desired by aggre’ 
sive, successful export organization wit 
world wide connections. 

RA-667, Electrical Merchandising 


For Sale—CLOSEOUT! 
100—Biack & Decker fen duty Motors, 
AC—DC—110-volt—3000-r-p-m. 


H. U. MANN 


540 Lake Shore Drive CHICAGO 








330 West 42nd Street, New York 18, N.Y: 
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EVERHOT 





e In thousands of homes 
Everhot units still are giv- 
ing consistent satisfaction 
in daily use. 


@ In modernized Everhot 
factories men and ma- 
chines stand ready to 
make more and better 
Everhot products. 


The Swartzbaugh Mfg. Company 
Toledo 6, Ohio 


ROASTERS... HEATERS. . APPLIANCES 








HEDGEMASTER 
Portable 


ELECTRIC 
TRIMMER 













THE ONLY 
TRIMMER 


DOUBLE 


ACTION 















Both blades move in op- 
posite direction—an ex- 
clusive HEDGEMASTER 
feature. Nothing to ob- 
struct shrubbery from enter- 
ing the cutting blades nor 
to limit the size of stalk that may be 
admitted to them. No vibration—smooth 
operation, dependable performance and 
long life. Models for the home owner, 
and caretaker, landscape gardener, nur- 
seryman, etc. Well balanced to fit the 
hand without wrist strain. May be used 
to trim hedges, shrubbery, trees, grass, 
etc. Powered by Universal Motor for use 
on AC or DC current. Will cut heavy 
stalks without stalling motor, Model 7 
shown here has 7!/2"" cut; overall length 
of handle 8%"'; net weight 3/4 Ibs. All 
— reasonably priced. Available after 
ie war, 


L. J. KAUFMAN MFG. CO. 














ee 
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MANITOWOC, WISCONSIN . 


Bonfig Holds Zenith 


Distributor Sessions 


Led by Henry C. Bonfig, vice-presi- 
dent in charge of household radio, 
Zenith Radio Corp. recently held a 
series of informal round table discus- 
sions with Zenith distributors in differ- 
ent parts of the country, it was an- 
nounced by J. J. Nance, vice-president 
and director of sales. 

Purpose of the meetings was to dis- 
cuss future merchandising operations. 
Mr. Bonfig was accompanied by Edgar 
G. Herrmann, assistant vice president 
and director of advertising, and by 
Edward R. Taylor, head of the sales 
planning division. 

The first meeting was held in Chi- 
cago on July 7, and was attended by 
representatives of Morley-Murphy Co., 
Milwaukee and Green Bay, Wis.; 
Reinhard Bros. Co., Inc., Minneapolis, 
Minn., Aberdeen, S. D., and Fargo, N. 
D.; Wayne Hardware Co., Fort 
Wayne, Ind.; Rodefeld Co., Richmond 
and Indianapolis, Ind.; The Otis Hid- 
den Co., Inc., Louisville, Ky.; and 
Zenith Chicago branch. 

Following the Chicago discussion 
Messrs. Bonfig, Herrmann, and Taylor 
held similar meetings in Cleveland on 
July 12, Boston on July 13, New York 
on July 14, Philadelphia on July 17, 
Atlanta on July 19, Dallas on July 22, 
and St. Louis on July 24. 

In August Mr. Bonfig was scheduled 
to. go to the Pacific coast for discus- 
sions with Zenith’s western distribu- 
tors. 


Farm Journal Starts 
Rural Information Center 


The lack of a central agency for col- 
lecting, analyzing and disseminating 
data about electricity and its relation 
to agriculture, according to Farm 
Journal, has led to the establishment 
by that magazine of a “Rural Elec- 
trification Information Exchange, with 
headquarters at 420 Lexington Ave., 
New York City, where the New York 
offices of the magazine are located. 
The new exchange will be under the 
direction of Frank E. Watts, who has 
been connected with the electrical in- 
dustry for 36 years and who, for the 
past three years, has been executive 
assistant on Farm Journal specializing 
on farm electrification. 

Purpose of the exchange, which 
began functioning June 1, is to collect 
analyze and index all information now 
available on the uses of electricity 
on farms. The data will be made avail- 
able on request to manufacturers, ad- 
vertising agencies, wholesalers, farm 
electrical dealers, utilities, all REA 
agencies and cooperatives, agricultural 
schools, experimental stations, county 
agents, the press and other interested 
parties. The service will also be ex- 
tended to farmers to help them meet 
individual electrification problems. 

Contributions to the exchange will 
be appreciated, the announcement said 


Westinghouse 


Miss Lois Ferris, Westinghouse 
home economist for two years, has 
been appointed Pacific coast district 
home economist for the company, it 
was announced by Mrs. Julia Kiene, 
director of the Westinghouse Home 
Economics Institute. 

Miss Ferris will succeed Mrs. Betty 
Lake Jordan, who resigned to devote 








full time to her family and home. 
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FUEL CONSERVATION 
Your Opportunity to Serve ... and Sell 


Sa SES 
Here’s 


Your Fuel-Saving Sales 
Package 


A-P Thermostatic Temperature 
Control for Oil Burning Cir- 


culating Heaters. 
x * * 


It can be ADDED to any 
heater now using an A-P 
DEPENDABLE Constant Level 
Oil Control—and that includes 
most of the heaters you have 
sold in the past! 


This Sale is Important to Victory! 


Our invasion forces will offers greater convenience, more uniform 
need MORE oil this year than heat, greater comfort, and quickly saves 





ever. Home users must con- its cost in fuel savings alone. 

serve every drop possible— - This fuel conservation is so vital that 
keep their homes warm on w/.P.B., has released these controls from pri- 
LESS next winter. ority rating! It’s your opportunity to 


YOU can help by equipping every one of SERVE—and make extra sales and profits. 
: : > ; 
the heaters sold in the past with A-P Model ite for bulletin and prices TODAY 


240-ED Thermostatic Heat Regulator Con- AUTOMATIC PRODUCTS CO. 


version Set. It’s easy to install, inexpensive, 2400 North 32nd Street, Milwaukee 10, Wisconsin 


DEPENDABLE Oil Control Valves 












aperti 


a VEN with the rapid advancement of 
= science, spurred by war demands, we 
have seen only a glimpse of what lies 
beyond the uncharted horizons. 


The contributions which Sperti has made 
in the field of electronics, irradiation and 
fluorescent lighting (as well as biodynes 
with all they imply in the field of medi- 
cine) are but a promise of significant 
new developments to come. 


For beyond Sperti are laboratories de- 
voted to pure research...staffed by sci- 
entists whose sole purpose is to unselfishly 
roll back the horizons of human knowledge 
for the betterment of mankind. 


Sperti, Inc. exists to make their mature 
discoveries available in applicable form. 


Even now, though Sperti is almost 
wholly engaged in war work, there may 
be a discovery which has a place in your 
postwar product planning. 


It will pay you to keep Sperti in mind— 
as you turn your mind toward tomorrow. 


Ag pert INCORPORATED 


RESEARCH + DEVELOPMENT + MANUFACTURING + CINCINNATI, OHIO 


z 
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Britain’s Post-War 


Home Electrification Plan 


LECTRIFICATION of British 

homes in the immediate post-war 
period will be almost entirely a 
government undertaking. This con- 
clusion results from an Electrical 
World interview with Miss Caroline 
Haslett, Britain’s foremost exponent 
of women’s interests in matters elec- 
trical, who recently made a brief visit 
to this country. In her capacity of ad- 
viser to the Ministry of Labour on the 
training of women and as president of 
the Electrical Association for Women, 
Miss Haslett is playing a large part in 
the making of plans for low-cost hous- 
ing post-war and it is mostly through 
her efforts that the plans include pro- 
vision of electric cooking, water heat- 
ing, comfort heating and refrigeration. 


Subsidized Housing 


Plans for government-subsidized 
housing loom large in English post-war 
thinking. Committees of the Institu- 
tion of Electrical Engineers, of manu- 
facturers’ group, of electric utility 
people and of government personnel are 
studying, investigating and specifying 
domestic electric appliances of all kinds 
in a concerted effort to evolve devices 
of proper size, shape, performance and 
cost for inclusion in housing programs. 
All this amounts to a preoccupation 
with domestic electrification in terms of 
low cost housing that largely excludes 
consideration of electric appliances as 
goods to be sold to individual buyers 
whose desire for them has been inspired 
by advertising and other sales promo- 
tion. It will not be until the large de- 
mand of low-cost, subsidized housing 
has been pretty well filled that the elec- 
tric appliance business in England will 
approximate what we contemplate as 
that business in this country. Private 
enterprise, profit incentive, considera- 
tion of individual preference in product 
design, all the diverse factors of a free 
and open market, will sing low for some 
time. 

However this kind of market, repre- 
sentative of free-working enterprise, 
will not be entirely absent from the 
British scene. It will be small at first 
but is expected to grow as the low-cost 
housing requirements are met. It will 
consist of the sale of appliances to mid- 
dle class homes. It will undoubtedly 
respond to advertising and promotional 
effort with increasing speed and 
volume as people on the higher income 
levels see what government is provid- 
ing in the way of electrical labor savers 
and conveniences to those on lower 
steps of the economic ladder. Another 
influencing factor will be the fact that 
post-war promises no solution to the 
domestic servant problem of wartime. 


Appliances Included 


British plans contemplate the inclus- 
ion of electric appliances and also 
chairs, tables, beds and other large 
furniture in each housing unit as it is 
offered to the renter. Occupants will 
have to bring in only linen, dishes and 
the like to set up housekeeping. The 
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rent will cover occupancy and charges 
on the furnished items and also what 
the British call the “standing charges” 
on electric and other services. The 
electric bill will be only for energy 
consumed. 

On this point of the electric bill, Miss 
Haslett was asked a question implying 
that rates in England might be too high 
to allow large usages of electricity in 
homes. This, she said, was not the 
case. She instanced the rate per kilo- 
watt-hour for water heating in her own 
home—3 farthings, 14 cents par in 
U.S. money. Water heating service 
is separately motored; a higher rate 
applies to other uses. In addition to 
the bill for energy consumed, Miss 
Haslett pays 5£ per year “standing 
charge” —$24.36 at par exchange— 
which covers not only the costs in- 
cluded in the fixed or minimum charge 
common in this country but also rental 
of appliances, cooker, water heater and 
space heaters which are the property 
of the utility. Miss Haslett’s refrig- 
erator she bought herself; the utility 
does not supply refrigerators. 


The British Viewpoint 


Do the British people want the com- 
forts and conveniences of electrical 
living? There is a pretty general im- 
pression that the British are quite sat- 
isfied with their ways of living and do 
not take kindly to new-fangled notions. 
Under the title, “Unwanted Improve- 
ments,” the New York Herald-Tribune 
published July 15 a letter to the editor 
signed “Wallis Rigby”, presumably an 
Englishman or an Englishwoman. The 
letter says: 

“A country which produced the 
Queen Mary and the Spitfires could 
have had all the refrigerators and 
central heating it wanted. It didn’t 
want them. It doesn’t want them. - - - 
British domestic outlook is further 
away from mechanization (than is 
American) by choice.” 

Miss Haslett said the writer of that 
letter must be a man, no English- 
woman, having learned what mechani- 
zation does in the factory where she 
works, is going to try to keep it out 
of her post-war home. 

To the final question—one of the 
whither-are-we-drifting kind — Miss 


Haslett returned a circumspect reply. | 


Probably the large plans now in the 
making for domestic electrification will 
require some kind of government-im- 
posed coordination on a regional basis. 
There are still in Britain more than 
vestigial remains of a condition that 
has been almost wholly avoided in the 
United States—a wide diversity in 
service voltage and frequencies. In 
order to realize low cost in production 


| 
| 
| 





of appliances voltage and frequency | 
must be standardized, if not for the 
whole country at least for large reg- | 


ions. 
play a deciding part in this coordina- 
tion. As to whether or not govern- 
ment, having gone so far, wouid take 
over the whole industry, Miss Haslett 
declined to express an opinion. 


Government will undoubtedly | 
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COVER PICTURE 


The cover picture on this issue was taken at the test rooms of McCall's 
magazine, which are under the direction of Miss Elizabeth Sweeney. The 
attractive model is Miss Eleanor Cook, technical assistant on home laundry 
equipment. 
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TO MAKE YOUR WASHDAY 
SEEM LIKE PLAY — 

WRING AND DRY 

THE LOVELL WAY! 






































of a successful post-war appliance dealer 


E don’t go so far as to say that the only way to enjoy peace with 

prosperity in the appliance business will be to handle Lovell- 
equipped washers and Lovell Automatic Clothes Dryers. We do say 
that they will go a long way toward building a prosperous business. 


Lovell Pressure Cleansing Wringers are established as the wringers 
that make the washer sale easier. They're famous because they get 
clothes cleaner. Their soft balloon rolls squeeze out all the suds and 
dirt. They are safer, too, because the instantaneous release eliminates 
danger. 


And now Lovell has announced the Automatic Clothes Dryer that at 
last makes the home laundry completely mechanical! No longer will 


women have to wait for clothes to dry or carry heavy baskets or have 
their washing ruined by a sudden shower. A push of the button—and 


a few minutes later out come the clothes softer and fluffier than on the 
best of drying days. 


Best of all, American women know these Lovell products. Monthly 
national advertising in The Saturday Evening Post, Good House- 
keeping, Parents’ and True Story carries the story of Lovell Pressure 
Cleansing Wringers and Lovell Automatic Clothes Dryers to millions 
of the best post-war prospects in the world. 


LOVELL MANUFACTURING CO., ERIE, PA. 


TO MAKE YOUR WASHDAY SEEM LIKE PLAY 


WRING AND DRY THE LOVELL WAY! 
































LOOKING AHEAD WITH 
KELVINATOR RETAILERS 








Kelvinator retailers hold one of the most valuable postwar franchises in the appliance 
industry. Far more than a mere agreement, this is a working plan for a retailer- 


Kelvinator relationship that means a sound, highly profitable, long-term business future. 


While full details must await the proper time, this can be said—Based on Kelvinator’s 
long-famous “retail-minded” policies, Kelvinator’s forward-looking soles strategies, 
selective distribution methods, and product advances .. . this franchise will enable 
Kelvinator and Kelvinator retailers to work closer together than ever before in 


attaining a common goal. 


All of Kelvinator’s newly acquired skills, new strength and expanded facilities 
greatly enhance the value of this franchise. It provides for highly profitable 
participation in the greatly accelerated business opportunities lying ahead for 
retailers of Kelvinator’s postwar line of Refrigerators, Electric Ranges, 


Home Freezers and Electric Water Heaters! 


< DIVISION OF NA 
: AWARDED TO NASH-KELVINATOR b pees Bones aa 
e ~ CORPORATION, PROPELLER DIVISION Kenosha , 
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